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“Kinsey and Continental Distill- 
ing have reduced prices to retail- 
ers from $3 to $6 a case, but have 
not changed fair trade retail 
prices.” 

Now the dealers can’t afford to 
drink their own stuff. 

— 

The All-Star baseball game will 
be broadcast from Sportsman’s 
Park in St. Louis July 13 on the 
Mutual network, and if you don’t 
know the name of the sponsor, you 
must be wearing a beard. 

 - Ae , 

The small-town newspaper field | 
is the only one which has its own 
special definition of the frequen- | 
cies designated to readers as “bi-| 
weekly” and “tri-weekly.” 

7 

The business executive who 
channels all his energies into his 
work frequently is doomed to fail- 
ure, Social Research, Inc., reports. 

Now don’t be so critical of the 
boss’s Friday-to-Tuesday week- 
ends. 


vee, 

The announcer at the Louis- 
Walcott fight must have been a | 
copywriter of the old school. In-| 
stead of saying, “May the best | 
man win,” he intoned, “May the 
crown of victory descend on the) 
brow of the more worthy partici- | 
pant.” 


_ ae we. 

The Faithorn Co. picked the) 
ideal address from which to ad- 
vertise a complete, hurry-up) 
printing service to deadline-con- | 
scious advertising men, Rush St. 

"ee 9 

Conventions, remarked James) 
Hill Jr., as far as many companies 
are concerned, “prove to be noth- 
ing but a joy ride for those who} 
attend.” 

Of course he’s talking about the 
successful conventions. 
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As a kid copywriter at the old 
George Batten Co., the story says, | 
S. J. Schwinn had full pages in| 
the Post at the tender age of 18. 

Today’s boy wonders are in the 
checking and filing departments. 


vyvwy } 


Traffic representatives of Mid- 
Continent Airlines are now called | 
salesmen, and business has gone| 
up. Maybe some sales represen- | 
‘tatives would get the idea if they | 


were called order takers. 
* <¢ 8 


The Office illustrates “curved | 
teceptionist’s desk” in a_ very) 
swanky establishment, and _ it’s 
pure tautology to say it must be 
4 very popular spot. | 
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Dan Gerber says the baby food 
Manufacturers are doing very 
well, thank you, with a prospec- 
Uve volume of over $150,000,000 
in 1948. But maybe the Depart-. 
ment of Agriculture had better | 
Start a program to insure con-| 
Jance of those bumper baby 
crops. 


~~ 
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n market research, Sam Vining 
‘Susgests, one woman can be your 
oratory. 
“hat type of investigation should 
‘velop some very interesting sta- 
istics. 
! Copy Cup. 
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| Tribune 
| “Population 
|Metropolitan Chicago, 1947” (AA, | 


|the newspaper's 


Sales Execs See Little 


Threat of Unionization 


‘Chicago Tribune’ 
Begins Showing 


Consumer Findings 


576-Family Panel 
Set Up to Measure 
Purchasing Habits 


Most S. E. Club Heads| 

Report Morale Good; 

Income Chief Gripe 
New YorKk—The trend toward 


unionization of salesmen has been 
greatly overestimated, AA has 


/been told by presidents of 31 sales 


executives clubs in 16 states and | 
the District of Columbia. 
Morale of salesmen in manufac- 


/turing, wholesaling and retailing | 
|/in these areas is predominantly 


good. More than half of the presi- 


'dents reported no trend at all to- 


Cuicaco — When the Chicago 
released its study of 
Characteristics of 


Jan. 26, 1948), the foreword of 
this report said: “The real pur- 
pose of the study was the estab- 
lishment of more current and ac- 
curate guides for market re- 
search.” 

The significance of this state- 
ment became clear to a selected 
group of grocery products adver- 
tisers in Chicago and New York 
in the past fortnight, as the Trib- 
une unveiled first reports on prod- 
uct purchase and brand preference 
for grocery items, as revealed by 
own elaborate 
consumer panel of Chicago and 
the urban areas within a 40-mile 
radius. 

The first full-scale purchase and 
brand preference report on gro- 
cery store items covered 30 classi- 
fications, the full panel of 576 
families in the Chicago area, and 
the March-April 1948 period. 
Similar reports will be issued bi- 
monthly hereafter, approximately 
one month after the close of the 
period reported on. Reports on the 
drugs and toiletries classifications, 
embracing 18 product groups, will 
be issued quarterly, with the first 
release scheduled for mid-August, 
covering the April - May - June 
period. 


A Long-Term Project 
Behind the initial showings of 


findings (which are currently not) 


being released for publication) 
was almost five years of planning 
and investigation by the Tribune, 
investment of perhaps $250,000, 
and development of a methodology 
which the organization believes | 
will now provide accurate results| 
within the limits of the available | 
expenditure, which has been set as 
(Continued on Page 68) 


Gin Story 


is proved factual. 
See ‘Voice,’ Page 24. 
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ward unionization in their areas 
in the past two years. One noted 
a gradual decline and two a rapid 
decline in such a trend. Twelve 
replied that “we have no union) 
problem at all.” 

Three—San Diego, Springfield, 
Mass., and Oklahoma City—found | 
gradual growth in the unioniza- | 
tion trend in their areas. 

“Income” was cited as the prin- 
cipal reason for salesmen’s dis- 
satisfaction, followed closely by 
“security.” “Working conditions” | 
trailed. Several of the clubs gave | 
other reasons—including the | 
for proper supervision, better rec- | 
ognition, pensions, promotions | 
from within the organization, and | 
“fairness.” / 


Surveyed Members 
Two club executives—in St. 
Louis and Albany, N. Y.—sur- 


veyed their membership and made 
cross-section replies. 

The AA questionnaire was pre- 
pared with the aid of Robert A. 
Whitney, president of the National 
Federation of Sales Executives, 
and sent to the presidents of 72 
NFSE member clubs in all parts 
of the United States. Approxi- 
mately 40% replied. 

The replies came from Cali- 
fornia, Connecticut, Colorado, 
Delaware, the District of Colum- 
bia, Illinois (3), Indiana (2), 
Louisiana (2), Massachusetts (2), 
Michigan (2), Minnesota, Mis- 
souri, New York (4), Ohio (3), 

(Continued on Page 48) 


1 AUST TUR A TAP 

TO SUPER RINSE CLOTHES 
WHITER . BRIGHTER 
(WN OMY 3 MiheTES 


NEW ACTION — Easy Washing Ma- 
chine Corp., Syracuse, ran this ad in 
the Chicago papers last week to in- 
troduce its new $199.95 Easy Spindrier 
with Automatic Spin-Rinse. Batten, 
Barton, Durstine & Osborn is the 
agency. (Story on Page 8) 


Bendix Announces 
Direct Sales Plan 


at Furniture Show 


Cheaper Lines Make 
Appearance; Holiday 
Cuts Attendance. 


Cuicaco—Bendix Radio division 
of Bendix Aviation Corporation, 
Baltimore, last week announced 
a new sales policy of dealing di- 
rect with dealers. 

Edward C. Bonia, new general 
sales manager for radio and tele- 
vision, said that “substantial con- 
sumer savings” were anticipated 
by means of the policy, which was 
conceived with the recent dissolu- 
tion of Bendix’s national distribu- 
tor sales organization. The an- 
nouncement was made by Mr. 
Bonia as an opening day highlight 
of the annual Summer Interna- 
tional Homefurnishings Market 
here July 5-17 and in spreads and 
inserts in newspapers on the same 
day. 

Fred Sterritt, Bendix advertis- 

(Continued on Page 66) 


Last Minute News Flashes 


Lever Offers Circus Premium in All-Out Drive 


CAMBRIDGE, Mass.—Lever Brothers Company is launching a pre- 
mium offer campaign this month for all its products, offering a Ring- 


ling Brothers Barnum & Bailey 35 


two box tops or wrappers from Lever products. 


using newspapers in 270 cities this 
in Life Aug. 9, plus ads in Sunday 


-piece circus set for 25 cents and 


Lever will begin 
month and break with a full page 
comic sections. The offer will be 


made on “Lux Radio Theater,” “My Friend Irma,” “Aunt Jenny” and 


“Call the Police’ radio programs. 


The premium, developed with 


John Ringling North, circus president, also will be promoted by Ring- 


ling in 4,500 newspapers and on 75,000 circus outdoor posters. 


Young 


& Rubicam is handling the campaign for Lever. 


Dell to Print ‘Modern Radio & Television’ 

New YorK—Dell Publishing Company will introduce Modern Radio 
& Television this fall as the fourth magazine in its Modern Group. 
Its circulation of 400,000 will bring the combined circulation of the 
group above 3,000,000. Other units in the group are Modern Screen, 


Modern Romances, and Screen Stories. 


Wade Nichols has become 


editor of Modern Screen, succeeding Albert Delacorte, who will be 


in charge of the new publication. 


i6 Parfums Evyan Appoints Ruthrauff & Ryan 


Cuicaco—Parfums Evyan Distributors here has appointed Ruthrauff 


& Ryan as its agency. Advertising 


will begin in September on White 


Shoulders, Gay Diversion and Menace perfumes and colognes and 


Splash cosmetics. 


(Additional News Flashes on Page 71) 


Chicago Railroad 
Fair Hints New 


Centennial Era 


40 Lines Contribute 
$2,000,000; Koval 
Originated Suggestion 


By MERLE KINGMAN 


CuIcaco—A new era is dawning, 
with promise of some flurries of 
activity in the advertising field 
and more than that—perhaps a 
field day of protracted length— 
for public relations men. 

It is the era of the centennial. 
In business and industry, it has 
‘manifested itself here in the past 
| two years, and appears likely with 
|several years more to sweep west- 
|ward from the Midwest to the 
|Coast, tracing the path of the cov- 
;ered wagons. Starting last year 
| when two big centennial celebra- 
|tions by International Harvester 
Company and the Chicago Tribune 
|drew hundreds of thousands of 
|Chicagoans to the lake front, the 
/centennial boom is being carried 
|forward now by the Railroad Fair, 
to be sponsored this summer by 
‘about 40 Class A railroads with a 
|planned expenditure of $3,000,000 
and inspired by the 100th anni- 


| versary of railroading in this eity»- 


The opening date is July 20. 
Mile of Exhibits 


The fair, which will extend 


through September and possibly. 


longer, includes a mile of exhibits 
showing the history and progress 
of American railroads and is aimed 
at convincing the public that the 
progress is continuing. Publicists 
herald the fair as “one of the 
biggest public relations jobs yet” 
and hope that this one, first of its 
kind on an industry-wide scale, 
|'may stimulate other industries to 
|try something similar. 

A host of business centennials 
descending on Chicago is lagging 
well behind the 1933 centennial 
Century of Progress Exposition 
here, indicating that the frontier 
cities did not attract their Mar- 
shall Fields and Cyrus McCor- 
micks until about 15 or 20 years 
after the cities were founded. It 
is expected that this centennial 
pattern will be duplicated in other 
cities west of here in the future. 

Important centennials to come 
include several on Chicago’s famed 
|State St., including Marshall Field 
& Co.’s in 1952 and Mandel Broth- 
ers’ some time between now and 
1955. Lytton’s recently celebrated 
with considerable promotional suc- 
cess the 100th birthday anniver- 
sary of its founder, Henry C. Lyt- 
ton, who is now 102. Carson, 
Pirie, Scott & Co.’s is in 1964. 


Others Coming Up 


Roads with centennials coming 
up soon include North Western, 
C&EI, Burlington and Illinois Cen- 
tral. 

Although the Railroad Fair is 
the first industry-wide celebration, 
it is not the first such attempt. Last 
summer the head of one of Chi- 
cago’s big department stores ap- 
proached Marshall Field’s with a 
suggestion for a joint centennial 
celebration among several of the 
largest State St. department stores 
and was turned down. Field’s, 
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which apparently will claim to be 
the earliest among these stores, 
rejected the proposal. 

The idea for the Railroad Fair, 
which has never been told before 
this writing, was originated by 
F. V. Koval, assistant to the presi- 
dent of Chicago & North Western 
Railroad, which will celebrate its 
centennial in October as the first 
railroad in Chicago. 

Mr. Koval’s original idea was 
that a year such as this would be 
ideal for all railroads to sponsor 
a pageant jointly. He broached 
the idea to Robert R. McCormick, 
publisher of the Tribune, who 
liked it, revised it from a pageant 
to a fair and helped “sell” it to the 
other major railroads. 

The result was the formation of 
Chicago Railroad Fair, Inc., non- 
profit corporation of which the 
president is Major Lenox R. Lohr, 
general manager of Chicago’s 
1933-34 exposition. The corpora- 
tion has set a $2,000,000 building 
and maintenance budget toward 
which it is understood the big 


roads are contributing as much 
as $100,000 each, while smaller 
roads are pledging half or a fourth 
of that figure, depending on their 
revenues. The charge for admis- 
ision will be 25 cents and for a 


“Wheels a’Rolling,” 60 cents. 
‘Look’ Tried Persuasion 


The fair, like several other cen- 
tennial promotions including Har- 
vester’s, went into preparation at 
the last minute—a system that 
worked well for Harvester. How- 
ever, this tardiness and the high 
cost have dropped one fly in the 
ointment: a few important roads 
and a goodly number of small ones 
have declined to participate. 

Several smaller roads are not 
exhibiting but are giving some fi- 
nancial support to the fair as a 
whole. 

This already has resulted in 
some hard feelings. For example, 
Look magazine, which ran an 
article on new trains in its issue 
of last Tuesday, sought to persuade 


about a dozen railroads mentioned 


transportation pageant called, 


in the article to help finance re-| 
prints for distribution as an added | 


promotion at the fair. 

| Several good-sized’ roads have 
\declined to participate, among 
‘them the Missouri Pacific and 
Southern Pacific lines and South- 
jern Railway Systems. 

| Some roads are getting moral 
‘and material support from state 
|chambers of commerce. The Chi- 
cago & Eastern Illinois Railroad 
exhibit, for instance, will include 
a reproduction of a southern man- 
sion surrounded by tropical plants 
supplied by the state of Florida, to 
which C&EI trains run. 


Elsie Will Be There 


Other exhibits include a full- 
scale reproduction of Old Faith- 
ful geyser by the Burlington, 
Great Northern and Northern Pa- 
cific roads; a life-size village in- 
habited by 100 southwestern 
Indians presented by the Atchison, 
Topeka & Santa Fe Railroad, and 
many famous old trains. 

Railroad suppliers and some 


others are also exhibiting at the 


NEWS 


Wri 4 Home DELIVERED circulation of 90% plus, it’s a cinch that 


The Indianapolis News is being read by the women of Indianapolis and 


the 33 surrounding counties. 


What’s more important to you is that The News 


gets immediate and profitable response for its ad- 
vertisers. That’s because it is the leading evening 
newspaper in a distinctly evening newspaper market. 
And that’s why it carries more total advertising 
linage than any daily in its area. Leading national 


advertisers profit by the reader influence of The 


Indianapolis News. 


—IN READER 


—IN DAILY ADVERTISING 


RESPONSIVENESS 


—IN THE HEARTS OF HOOSIERDOM 


OWNING AND OPERATING RADIO STATION WIBC 


OAN A. CARROLL, 110 E. 42nd St., New York 17 « The JOHN E. LUTZ CO,, 435 N. Michigan Ave., Chicago 11 « JOS. F. BREEZE, Bus. Mgr., indianapolis 6 


APPETITE ROUSER—This poster will go 


keeping and Western Family. Needham, 


up on nearly 3,000 outdoor boards a: 
part of a summer campaign for Morton Salt Co., Chicago. The program in. 
cludes a 10-week newspaper schedule in 650 dailies, starting in mid-July; a color 
page in Life, and smaller black-and-white copy in Family Circle, Good House- 


Louis & Brorby, Chicago, is the agency. 


mile-long fair. The Railway Ex- 
press Agency will feature Elsie, 
the Borden cow, billed as having 
traveled 60,000 miles to 53 cities 
by express. 

Advertising by the fair corpora- 
tion includes 24-sheet posters on 
60 plants in the Chicago area and 
10 outdoor posters along the route 
of the Chicago, Indianapolis & 
Louisville Railroad, 40,000 full- 
color 14x22-inch posters appearing 
in railroad stations throughout the 
country, and 1,000,000 folders and 
100,000 auto stickers being dis- 
tributed by the railroads. Railway 
Express trucks carry fair posters 
July 1-15. 

The railroads individually are 
featuring the fair in their regular 
local advertising, many dipping 
into their advertising budgets for 
half of their fair expenditures and 
making extra appropriations for 
the remainder. 


CHICAGO ROAD SHOW 
TO ATTRACT 100,000 

Cuicaco — More than _ 100,000 
representatives of the road-build- 
ing and related industries are ex- 
pected to attend the Road Show 
at Soldier Field here July 16-20, a 
gigantic trade exposition that is 
the first of its kind in eight years. 

About 300 manufacturers of | 
road and airport construction and 
maintenance equipment will ex- 
hibit. Besides American visitors, 
1,200 industry representatives 
from 57 foreign countries will at- 


tend. 

Although enormous, the show | 
will not measure up in size to the| 
Tulsa oil show which attracted 
300,000 visitors earlier this sum- 
mer and is expected to bring $1 
billion in sales to the oil indus- 
try, or the Machine Tool show at 
the Tucker Corporation plant here 
last year which drew 125,000 vis- 
itors. The Tulsa trade show was 
the largest ever held. 

But the Road Show will tax the 
stamina of its visitors as the ex- 
hibits cover 1,100,000 square feet. 
International Harvester Company 
here will have the largest exhibit, 
covering 80,000 square feet. Many 
companies will send as many as | 
40 or 50 representatives to the} 


|show, while the United States. 


Steel Corporation’s delegation will | 
number 100. 
The American Road Builders 
Association estimates that expen- 
ditures on highway construction 
this year will total $1.5 billion. 


Peruvian Airways 
Names Colton Agency 

Peruvian International Airways, 
which offers through service be- 
tween New York and Washington 
and Cuba, Panama and the West | 
Coast of South America, has ap-| 
pointed the Wendell P. Colton 
Company, New York, to handle its | 
advertising. The airline recently 
named Carl Byoir & Associates, 
New York, to handle its public 
relations. C. W. Webster, a 
founder and director of Peruvian, 
has been elected vice-president 
and manager. 

James F. McDonald, who has 
been with Wendell P. Colton for 
the past 25 years, has been elected 
vice-president of the agency and 


will continue as secretary and as-| 


sistant treasurer. 


‘Arizona Times’ 
Purchase Fails 


PHOENIxX—Negotiations for pur- 
chase of the Arizona Times here 
by a group headed by Columbus 
P. Giragi, Arizona newspaper 
publisher, and including Fred E]- 
dean, New York public relations 
counsel, have fallen through be- 
cause minority stockholders would§ ! 
not consent to it. Pa hae tag 

AA reported July 5 that the 
deal was set. 

Mrs. Anna Roosevelt Boettiger, 
publisher of the Times, believed 
that she had the consent of these 
stockholders, it was said, but she 
was unable to deliver it. 

Mr. Giragi, who became pub- 
lisher of the paper in late June, 
has resigned. Assets of the Times 
are estimated at $300,000 but these 
would be reduced, it is reported, 
by substantial liabilities. The 
paper had 32,000 circulation last 
winter and has about 26,006 now. 


Chester Named CBS 
Video News Chief 


Edmund Chester has been ap- 
pointed director of news, special 
events and sports for the Co- 
lumbia television network. He has 
been director of short wave broad- 
casting and Latin American affairs 
for CBS since 1940. 

Mr. Chester’s first major assign- 
ment in the newly created post 
will be coverage of the Demo- 
cratic convention in Philadelphia 
starting July 12. Before joining 
the network he was head of the 
Latin American department of the 
Associated Press. 


Reports ‘Real Income’ 


Investors Syndicate, Minneapo- 
lis, in its monthly survey of “real 


income,” reports that the typical EME 

American family has 2% mort co 
purchasing power than it had dur- 

ing the same period last year. The ste 

current round of wage increases city sal 
may boost the income level first, 

and then the price structure, the Four 
report says, but it probably will 

be offset by reduced activity in account 

some areas. ees 
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... For 57% of “shopping lines” sales are made to customers who come 


from outside the shopping center cities. 


EMEMBER this when you consider the great 
concentration of sales in shopping center 
stores: It’s country money that makes these 

city sales big. Here’s why: 
Four-fifths of all sales in department stores are 
accounted for by “shopping lines” goods . . . 

. . « clothing, house furnishings, furniture, 

household appliances—all the items for 

which customers shop around to compare 

style, quality and price before buying . . . 

... And 57% of all these sales in shopping center 
stores are made to customers who live in the sur- 
rounding areas! 


These are facts revealed in “Market Areas 

for Shopping Lines,” published after a two- 

year study of all trading areas in the United 

States by the Research Department of The 

Curtis Publishing Company. 
And remember that you can reach the best cus- 
tomers out in the country—in every trading area 
—through Country Gentleman. Its 2,300,000 
circulation is concentrated among the “upper 
half” families who receive 90% of the nation’s 
entire farm income. 

No other kind of magazine reaches them effec- 
tively. A farm media study by Crossley, Inc. 
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shows that the majority of Country Gentleman 
women readers do not read any of the leading 
weeklies or monthly women’s magazines—a ma- 
jority of its men readers do not read any of the 
leading weekly magazines. 

Result: More and more advertisers are turning 
to Country Gentleman. Last year it gained 27% 
in number of advertisers and 43% in advertising 
revenue—the second largest gain among all maga- 
zines billing over $2,000,000. And this year 
Country Gentleman is setting new record highs. 

Are you directing enough of your advertising to 


The Best People in the Country? 
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“% Advertising should be directed to people 

= where they live, for sales begin at home. 

This typical trading area shows that: Of 

- all shopping-lines sales in Indianapolis 

> * nan 
y i ” heel stores, 529% are made to customers 
‘ moran “, aml living in Indianapolis and 48% are 
o.ay * 22 . . 
wen a | ae made to customers living in the sur- 
Gaatn- b ares at< ‘ , » AC 
*, \ low q rounding area. Data for any of the 498 
| avovey trading areascan be obtained from your 
GReEne ™~ wad > Ge 
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WGNB Duplicates WGN | 


Effective July 25, WGNB, Chi- 
cago Tribune FM station, will du- 
plicate all shows heard on WGN, | 
Mutual outlet. About 15 adver- 
tisers who have bought time on 
the FM station will be dropped. | 
It is rumored that Marion Claire, | 
WGNB director, may resign. 


Names Gerhard Exo 


Gerhard G. Exo, formerly with 
Maxon, Inc., Detroit, has been ap- | 
pointed merchandising director of | 
Day, Duke & Tarleton, New York. 


Sturgis and Grant | 
Form Film Company | 


Sturgis-Grant Productions, Inc., | 


producer of special purpose films WINNERS—Here are the award and citation winners for 1947 leadership in received the award for his wife and partner, Matilda White); Alfred Politz, Polit: 
and filmstrips, has been estab-| marketing, in the judgment of the New York chapter of AMA. Left to right, Research, top award winner; Franklin R. Cawl, Kudner Agency, awards committee 
lished at 314 E. 46th St., New | W. G. Hobson, Hearst Advertising Service; Victor H. Pelz, Traffic Audit Bureau; head; John C. Spurr, McGraw-Hill Publishing Co.; Warren W. Leigh, University of 


York. Warren Sturgis, president 


W. P. Paffenberger, Los Angeles Times (who took the citation for W. K. Bow- Akron; and Vernon H. Jones, Goodyear Tire & Rubber Co. Absent was Dr. Dorothy 


of the new firm, was formerly in| den, research director); Percival White, Market Research Co. of America (who Brady, Bureau of Labor Statistics, another citation winner. 


charge of the motion picture labo- 
ratory of the United States Naval 
Medical School and has produced/|Grant, vice-president, was for- 
films for the Harvard Medical! merly head of the art and anima- 
School, the College of Physicians|tion department of Willard Pic- 


and Surgeons, and others. Dwinell| tures, Inc. sion and technical and commercial 
The main function of the new | organizations connected with it in 


company will be to work with|the production of audio-visual 
members of the medical profes-| aids. 2 ABC Programs 


OEsa., inc. 
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f Saag oa ae ee sas Man can be bigger than the jigger—but he needs 

ae a thirst aid to do it. 

a = ; So says Esquire, shaking up a special 
—— . 20-page Liquor Intelligencer* in the August 
f— ‘ , issue that'll soon pull plaudits from toast to 


toast! 
Here's a/l about alcohol: buying to imbibing, beer 
to champagne—even trustworthy quotas for quaffing! 

It’s edited with the kind of know-your-reader- interest 
slant that’s made Esquire—and keeps it—the only men’s 
service magazine that has national authority with the 
consumer. 

It's sure to appeal to Esquire’s 6’ million readers, because 
90.9% (they tell us) use or serve alcoholic beverages. In stores, 
97.5% specify their brand. In bars, 81.2%. Over 66% use cola, 
ginger ale or soda in mixing; 89.6% serve food with drinks. 

Considering their $8,429 average annual income, you can 
see that Esquire delivers far more actual buying customers — 
and retailer influence—for your advertising dollar than many 
a magazine with only mass circulation. 

Why not let Esquire mix your business with pleasure, for 
greater sales? 


Read what one famous liquor advertiser reports: In 1944, 
‘45 and '46, there were 11 magazines on our list, some with five 
to ten times Esquire’s circulation. It is interesting to note that 
in each of these years Esquire, by itself, produced 25% or better 
of the total inquiries (for a recipe booklet) drawn by all eleven 
publications, and obviously exceeded the pulling power of any 
of the other magazines.” 


*Copy on request. 
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Esquire, Inc., 366 Madison Avenue, New York 17, N. Y. 


Pillsbury Takes 


Kellogg Dropped 


MINNEAPOLIS — Pillsbury Mills 
| will take over sponsorship of the 
‘first 15 minutes of “Breakfast in 
Hollywood” and the Galen Drake 
show over ABC starting Sept. 13 

The Kellogg Company drops 
both shows—which were placed 
by Kenyon & Eckhardt—from its 
lineup July 23. Both programs are 
broadcast daily. 

“The expansion of the Pillsbury 
|grocery products division with 
| the addition of new mixes in the 
'Pillsbury ‘Family of Food’ has 
|}made necessary this purchase of 
' additional radio time,” R. J. Keith, 
/advertising director, said. 

McCann-Erickson and Leo Bur- 
|/nett Company last week did not 
|know which of the shows they 
| would handle. Both have part of 
the “Grand Central Station” bill- 
‘ings—the two alternating in 
|charge of the package show de- 
| pending on Pillsbury products ad- 
| vertised. “Grand Central” will 
‘continue under sponsorship of 
| Pillsbury on CBS. 
| As to the two new shows on 
|ABC, Mr. Keith told AA that he 
has not yet named an agency fo! 
‘either. He indicated that he and 
'the two agencies are working ou! 
plans for dividing the billings be- 
tween the two. 


Poster Appraisal Elects 
John Brennan President 


John E. Brennan, executive 
_ vice-president of Standard Out- 
'\door Advertis- 
|ing, Inc. New 
| York, since Jan- 
uary, 1946, has 
been elected 
president of 
Poster Appraisal 
Service, Mamar- 
oneck, N. Y., ef- 
fective July 15. 
Mr. Brennan 
started his career 
in the outdoor 
advertising field John Brennen 
|with General 
Outdoor Advertising in 1929. 

Under Mr. Brennan’s direc’ io! 
Poster Appraisal Service wil! 
shortly offer a pre-testing service 
for proposed outdoor copy ani 4 
'general consultation service i! 
| which the findings of all PAS sur- 
|veys will be applied in the ie- 
‘velopment of new outdoor ie 
signs. 


Alfred Falk Retires 
from AFA on Aug. 16 


Alfred T. Falk, for the past ! 
| years director of the bureau of re 
‘search and education of the .\d 
'vertising Federation of Amer ¢4 
New York, will retire on Aug. ! 
/on his 56th birthday. 
| After a trip to the West Co! 
| Mr. Falk and his wife will ret! 
|to New York for the winter 
|next year will build a permare® 
home in Davenport, Ia., Mr. Fa- 
former home. 
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. .. at one of the lowest milline rates in America, it is your 


greatest advertising dollar’s worth in Chicago. Our representa- 
tives will prove this statement with actual case histories 
showing you how The SUN-TIMES moves the goods for well- 


known advertisers . . . at tremendous dollar savings. 
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\ gheSun-limes Moyps THE GOODS 24 Hours 


an average net paid circulation of 6¢2 


*Based on ABC Publishers Statement for period ending March 31, 1948 
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some of the weekend divot diggers 


Shower of Bombs |were able to ring up on a ae. DuMont Snares 


Hits Golf Fiends (~* _ Lion’s Share 
Cuicaco—Golfers on 50 courses | Micrrleg 50th Year of Pulse Top 10 


in the Chicago area reversed the} ; . 
usual trend July 4 by finding, in-| With the July issue, Textile In- New York—DuMont’s key sta- 


: T- -,| dustries, published by W. R. C. 
of Walareen Diag Stores. "| Smith Publishing Company, ‘At- 
The deus chain a In-| lanta, celebrates its 50th anniver- 


dependence Day activities by| issue, the largest in the publica- | S¢ven, including the first three, on 
. chartering a plane to drop hun-|tion’s history, features the theme | the top 10. 

dreds of 15” red parachutes over! “Fifty Years of Textile Progress.” Telecasts of the Yankee games 
the courses, each carrying a spe- —— —there were several home games 
cial ticket entitling the finder to . s ‘during the first week of June— 
a free Golden Crown Champion- Ballantine Airs Bout were in the first (38.0), third 

P. Ballantine & Sons, through | 
J. Walter Thompson Company, | 


|rating honors on the June Pulse 


sary. The 388-page anniversary | t¢le-report for New York, placing 


ship golf ball at any Walgreen (35.0) and fifth (34.0) spots. P. 
store. p : 
, will sponsor the broadcast of the | Ballantine & Sons sponsors these 
The plane, ae a huge = Ike Williams-Beau Jack cham-§| telecasts. 
ner advertising the 79-cent ball,| pionship match over Mutual July| Others on the list: 
made its 50-course tour in less/12. The 15-round lightweight bout| Doorway to Fame (Bucknell 
than four hours—faster time than! is set to start at 10:15 p.m., EDT.! shirts, participating), WABD. . 35.0 


‘tion, WABD, walked off with the) 


| 
| 


Movie (sustaining), WCBS-TV. .34.0 
Boxing (Gillette), WNBT....... 34.0 
Wrestling (Pioneer Scientific 
Corporation), WABD......... 33.0 
Small Fry (sustaining), WABD. .31.6 
Sylvie St. Claire (sustaining), 
TEED  abs'os eb Wibbk 0 00 0 ¥'% 0 od 02 30.0 
We, The People (Gulf Oil Cor- 
poration), WOBS-TV ......... 30.0 
‘ ’ 
Speakers’ to Carry Ads 


Speakers Magazine, Takoma 
Park, D. C., announced last week 
that it will carry ads for “ap- 
proved national advertisers” be- 
ginning with the September issue. 
Now in its 20th year, the pub- 
lication reaches business and pro- 
fessional people, clergy, educators, 
clubwomen and others engaged in 
public speaking. In an announce- 
ment to agencies, it claimed net 
distribution of 5,000, including 
2,500 paid. 


ld rather be home reading The Bulletin” 


They don’t just say this in Philadelphia ... for, in this City of 
Homes, more than four out of five Philadelphia families read 


The Bulletin regularly in their homes. 


These are ideal conditions for making advertising effective. 
Advertisers’ messages reach almost all Philadelphia families when 
and where they count most—in the evening —in their homes. 


In America’s third largest market, The Bulletin goes home — 


stays home — and is read by the entire family! 


In Philadelphia —nearly everybody reads The Bulletin 


Evening and Sunday 


Advertising Age, July 12, 1943 


NBC’s Denny Is 
Youngest Network 


Executive V.P. 


New Yorx—Charles R. Denny,, 
who a year ago held the $10,00) 
post of FCC chairman, has bee, 
elevated to the No. 2 position a: 
NBC — executive vice-president- 
at a salary which is several times 
greater. 

The 36-year-old former govern- 
|ment executive replaces Frank E 
|Mullen, who left NBC in May 
after 22 years, to take over the 


; ie mae 
Gustav B. Margraf Charles R. Denny 


direction of the G. A. Richards 
| stations — WJR, Detroit; WGAR, 
Cleveland, and KMPC, Los An- 
geles. Mr. Denny resigned as FCC 
head last fall to become vice- 
president and general counsel of 
the network. 

In an industry which is noted 
for its youthful officials, Mr. 
Denny ranks as network radio’s 
youngest executive vice-president. 
| All television operations had 
been directly assigned to Mr. Mul- 
len at the time of his resignation. 
In the interim, Sidney N. Strotz, 
western vice-president, has been 
promoted to administrative vice- 
president for television. Mr. Denny, 
of course, now will supervise all 
network operations under Niles 
Trammell, NBC president. 

To fill the vacated position of 
vice-president and general coun- 
sel, the board of directors named 
| Gustav B. Margraf, the network’s 
legal representative in Washington 
| since 1942. He is 33. 

Mr. Denny entered government 
service in 1938 in the lands di- 
vision of the Department of Jus- 
tice. He joined the FCC as assist- 
ant general counsel in 1942, be- 
| came a member of the commission 
in 1945 and its chairman in Feb- 
ruary, 1946. 


East Africa Station 
Signs New Clients 


Lourenco Marques Radio, lo- 
cated in the city of the same name 
in Portuguese East Africa, has 
signed three more American ad- 
vertisers as clients. They are: 
Chesebrough Mfg. Company (J. 
Walter Thompson Company), R. J. 
Reynolds Company (William Esty 
Company), and Carter Products 
(National Export Advertising 
Service). 

Pan American Broadcasting 
Company, New York, is the United 
States representative for Lourenco 
Marques Radio, which beams its 
programs by short wave to audi- 
ences in South Africa—the only 
commercial station serving the 
market. 


‘Mrs. America’ 
to Be Televised 

The 1949 Mrs. America wi'! 
have a new offer dangled befoie 
her eyes. Roger White Produ - 
tions and Leonard Traube Assi - 
ciates, New York, have acquiré i 
the radio and television rights ‘0 
the title and are readying a pacl - 
age to be called “Meet Mr:. 
America.” 

The next Mrs. America—a pr‘ - 
motion of Bert Nevins, Inc.—wi | 
be selected Sept. 12 at Asbury 
Park, N. J. 


Opens Own Agency 
William G. Tannhaeuser, 
merly an account executive 
G. Willard Meyer Company, 
waukee, has established his 
agency, 


for - 
wil) 
Mi - 
ow 1 
William G. Tannhaeus¢r 


& Associates, at 309 W. Kilbourn 


Ave., Milwaukee. 
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PAID SUBSCRIBERS DO 


: 
| 


OF THE TOTAL VOLUME 


SOLD BY DEPARTMENT STORES AND 


SPECIALTY SHOPS IN WOMEN’S AND CHILDREN’S WEAR, 


FABRICS AND RELATED FASHION LINES.* 


Women's Wear! Daily 


wi The Retailer’s Daily Newspaper 
| Fairchild Bldg., 7 East 12th St.,| New York 3, N.Y. 


arn *According to Dun & Bradstreet report 
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Kynett Heads 


Newspaper Group 


New Yorx—The American As-| Fisher & Stashower; Lee E. Hood, | 
sociation of Advertising Agencies| Richard A. Foley Advertising| 


has formed a new committee on 
newspapers combining the func- 
tions of two former groups, on 
daily newspapers and on weekly 
newspapers, dealing with operat- 
ing problems in these fields. 

H. H. Kynett, senior partner in 
the Aitkin-Kynett Company, Phil- 
adelphia, has been appointed 
chairman of the committee and be- 
comes a member ex-officio of the 
committee on media relations. 

L. M. Malitz, vice-president of 
Warwick & Legler, New York, is 
vice-chairman. Members are: 
Walter Barber, Compton Adver- 
tising; Fred Barrett, Batten, Bar- 
ton, Durstine & Osborn; H. M. 
Billerbeck, Alley & Richards; 
John J. Flanagan, McCann-Erick- 
son; Daniel Gordon, Ruthrauff & 
Ryan; Louis Honig, Honig-Cooper 
Company; John N. Jackson, John 


A. Cairns & Co.; James S. Short, 
|\J. Walter Thompson Company; 
Henry L. Sparks, Young & Rubi- | 


cam; F. P. Stashower, Lang, 


t { isle 
Tt Wwe y 


Ale in g 


aki Beer and 
é you 


ud ’ 


| Agency; and H. R. Van Gunten, 
| Foote, Cone & Belding. Kenneth 


| Godfrey of the Four A’s is secre- 
tary. 


| 
. . 
Resumes Publication | 
The Chinese Press, San Fran- | 
|cisco, English - language news-| 
‘paper, resumed publication July 1 | 
after a four year lapse during, §@ ’ Ss Senor 
|which period Editor-Publisher : . 
'Charles Leong joined the Flying | 
Tigers in China. Published every | 
Friday, the Press will have an/| 
initial circulation of more than | 
5,000. Editorial offices are located | 
at 837 Stockton St. 


Jung Elects Kunkel 


Arthur Kunkel has been elected | 
treasurer and assistant manager | 
of George H. Jung Company, Cin- | 


YOU DON'T TAKE 'EM BACK—The “lookit girl” is the central figure in a sum- 
mer campaign in which Owens-Illinois Glass Co., Toledo, aims te popularize its 
Duraglas non-returnable beer and ale bottles. Color spreads in The American 
Weekly such as the one shown here, and a campaign in brewery and grocery 


trade publications are being backed by store displays. J. Walter Thompson 


cinnati, manufacturer of calen-| 
| Co. is the agency. 


dars and advertising specialties. 


THE DETROIT trading area is one 
of America’s few multi-billion dol- 
lar markets. Center of automobile 
manufacturing, it is destined for 
many years fo enjoy unparalleled 
employment and prosperity. Hence, 
Detroit is a most desirable market 
for the sale of goods through ad- 
vertising, especially since this great 
market may be covered adequately 
by the use of its one outstanding 
medium—The News. 


With 96% of its weekday circu- 
lation concentrated in this trading 
area, The News delivers 96,708 
more circulation here than one 
newspaper and 30,652 more than 


the other. 


Its Sunday circulation of 554,- 
000 has 85% of it concentrated 
in this sales-rich area and offers 
166,188 more than one paper and 
59,835 more than the other. 


The Detroit trading area has three 
newspapers but only one offers the 
greatest trading area coverage 
weekdays or Sundays and only 
one has been a leader among 
America’s newspapers in advertis- 
ing for more than a quarter century. 
That newspaper is Detroit’s home- 
delivered, home-read Detroit News. 


National Representatives: Dan A. Carroll, 110 E. 42nd St. 
New York 17—The John E. Lutz Co., Tribune Tower, Chicago 1] 


In weekday circulation 
Michigan 


oe 


for 6 months ending March 31, 1948 


id 
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Easy to Launch 
New Flush-Rinse 
Spindrier Washer 


(Picture on Page 1) 

Syracuse, N. Y.—Easy Washing 
Machine Corporation will use 
large-space ads in more than 200 
newspapers this month to an- 
nounce a new Easy Spindrier 
washer. It will retail at five cents 
less than $200. 

The new model—reported al- 
ready successfully marketed in 
tests—features an automatic spin- 
‘rinse working on the “flush-rinse 
principle.” When the tap is turned 
on and a lever pushed to start 
the basket, a whirling spray of 
fresh rinse water surges’ up 
through a hollow cone in the 
spinner basket and out through 
1,500 holes to pressure-rinse a full 
load of clothes. 

W. Homer Reeve, vice-presi- 
dent in charge of sales, explained 
that hot water is consumed for 
only 30 seconds and a cold rinse 
takes only two and a half minutes 
Only three gallons of hot water 
are needed, he emphasized. 

R. E. Weiss, director of adver- 
tising and sales promotion, re- 
vealed the plan to use 200 news- 
papers for announcements. This 
will be followed by large-space 
ads in The American Weekly, The 
Saturday Evening Post and other 
magazines in August and Sep- 
tember. 

“Easy is spending more money 
|in advertising and promotion to 
|launch this new product than ever 
| before in Easy history,” Mr. Weiss 
| said. 


‘TBA Appoints _ 
Code Committee 


The Television Broadcasters As- 
sociation, New York, has appointed 
a code committee to devise an offi- 
| cial guide for television program- 
ming. The code will be presented 
to the TBA for consideration at 
its annual meeting in December 

Lawrence W. Lowman, CBS 
vice-president, heads the commit- 
| tee. Working with him will be 
| Noran E. Kersta, assistant to the 
administrative vice-president in 
charge of television at NBC: Rob- 
| ert L. Coe, general manager of 
| WPIX, New York, and Neil Swan- 
'son, executive vice-president of 
| WMAR-TV, Baltimore. 


|B&B Promotes 
Thomas and Ryan 


Austin A. Thomas, director o! 
‘traffic and production of Benton & 
| Bowles, New York, has been ap- 
|pointed assistant to Clarence B 
|Goshorn, president of the agency 
Bernard Ryan, traffic manager of 
the agency, succeeds Mr. Thomas 
,as director of traffic and produc- 
tion. 

| Mr. Thomas joined Benton & 
Bowles in 1940 after serving six 
years with the J. Walter Thomp- 
'son Company, New York. Mr 
'Ryan joined Benton & Bowles in 
|1937 after being associated ‘with 
‘'Macfadden Publications, New 
| York. 


| Joins Stockton, West 


Richard C. Roberts, formerly 
|copy director of Harold Walter 
| Clark, Inc., Denver, has joined the 
,copy staff of Stockton, West. 
| Burkhart, Inc., Cincinnati. 


to the 


2'/2 BILLION DOLLAR 


POULTRY INDUSTRY MARKET 
is 
POULTRY supply dealer 


Pioneer Business Paper Serving The Poultry Industry 
ROY M. LYNNES. Publisher 


1230 Woshiagton Bivd., Chicago 7, Illinios 
Write on Business Letterhead For Morket Dolo Folder 
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“| Tops for the sales job you want done! 


jas 
—— 


inted It's good for a prospective advertiser to 
- offi- know he's going into the top market of 
ented its kind in America. . 


adil 


CBS It's good to know he's going to get tops 
ll be in circulation, total audience, readership, 
eo and growth.(*) 


But best of all is to know he's going into 
it of a magazine used consistently by top 
American manufacturers for over one- 
third century to do the sales job they 
want done among America’s boys and 
on & young men. 


ency *Our representative has new and inter- 
~ - esting figures ready for you. Want to 
\duc- see them? ° 


M: Finds Out? today | why this is a top market for you...a top salesman for your product! 


DOYS LIFE 


—the national magazine for boys. Published by the Boy Scouts of America. 
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SELECTING THE WINNERS: From 1,225 entries received from thruout the United States and many other parts of the world, this jury on June 16-18 selected the 161 winners of the $26,250.00 


yin cash awards, Left to right, Boyd Hill, architect; Lionel C. Algoren, interior and furniture designer; Meyric C. Rogers, curator, department of decorative and industrial arts, the Art Institute 
of Chicago; Richard T. Kostka, interior designer, and Marjorie Forker, president, Chicago chapter, American Institute of Interior Decorators. 


SHOWN here are reproductions of the 
original drawings of seven of the 161 prize- 
winning entries in the Chicago Tribune's 


$26,250.00 Better Rooms competition of 1948. 


These can only hint at the power of the 


editorial attraction which the Chicago Sunday 


i Tribune starting in July will place before 
the readers of more than 1,600,000 copies y 
[ of Chicago’s most widely read newspaper. 7 
1948 Prize One-Room Home Sunday after Sunday, large size, full color 
; reproductions of the prize-winning entries ul 
‘ ‘ Ce 
will focus the interests of homemakers 7 
on home furnishings, appliances, equipment 
—everything that goes into homes. ol 
Then, starting Sept. 20, these prize-winning C 
: designs will be translated into full-scale th 
rooms, built, furnished and decorated in the p 
showrooms of retailers thruout Chicagoland, al 
all in accord with the specifications I, 
ae th 
> outlined by the winning entrants. 
. m aan 
1948 Prize Living-Dining Room 1948 Prize Bedroom—Double : 
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1948 Prize Kitchen 1948 Prize Bedroom—Single 1948 Prize Living Room Plan 
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AMERICAN FURNITURE MART 
CHICAGO FLOOR COVERING ASSOCIATION 


SS a a 


CHICAGO FURNITURE MANUFACTURERS ASSOCIATION 
CHICAGO RETAIL FURNITURE ASSOCIATION 
CHICAGO RETAIL MERCHANTS ASSOCIATION 
ELECTRIC ASSOCIATION 


: 
FURNITURE FABRIC MEN’S ASSOCIATION STATE STREET COUNCIL 
y and the CHICAGO TRIBUNE 
: N industry-wide drive is now under way to make the period In addition, the Metropolitan Home Builders Association 
Sept. 20—Oct. 20 the greatest home and home furnishings will open for one month's public inspection an impressive display 


month in the history of Chicago. 


r This project grows out of the industry's spectacular promo- 
tion last fall to capitalize the buying interest generated by publi- 
cation and exhibition of the winning designs in the Chicago 
Tribune's first $26,250.00 Better Rooms competition. 


: Results were so successful that the industry this year has 
organized to build a greatly expanded program around the 
4 Chicago Tribune's second competition. 


In July, the Tribune will start publishing in full color 
this year’s winning room designs. Sunday after Sunday, arresting 
presentations of fresh and interesting ideas in home furnishing 

, and decoration again will focus the attention of more than 
1,600,000 Sunday Tribune families on homes and everything 
that goes into them. 


STORES AND BUILDERS TO DISPLAY ROOMS AND HOMES 


To convert this interest into action at the point of sale, 
7 Chicago stores again will display full-scale rooms, built, furnished 
and decorated according to the winning 1948 designs. ‘The num- 
ber of such displays planned this year is expected to eclipse by 
far the 22 which last autumn drew more than 125,000 attendance 
in two weeks. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


| MAY AVERAGE NET PAID TOTAL CIRCULATION: DAILY, OVER 980,000 — SUNDAY, OVER, 1,600,000 


Chicago Tribune representatives: A. W. Dreier, 810 Tribune Tower, Chicago 11; E. P. Struhsacker, 220 E. 42nd St., 
W. E. Bates, Penobscot Bidg., Detroit 26; Fitzpatrick & Chamberlin, 155 Montgomery St., San Francisco 4; also, 448 S. Hill St., Los Angeles 13. 
MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRST 3 MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


t will pay you to set up a special budget for Chicago's 


FALL HOME AND HOME 
FURNISHINGS FESTIVAL 


(sePT. 20-OCT. 20) 


Sponsored hy the HOME AND HOME FURNISHINGS COUNCIL 
OF CHICAGOLAND 


LAMP MANUFACTURERS ASSOCIATION 
MANUFACTURERS AGENTS CLUB 

MERCHANDISE MART 

METROPOLITAN HOME BUILDERS ASSOCIATION 
NATIONAL ASSOCIATION OF BEDDING MANUFACTURERS 
NATIONAL RETAIL MERCHANTS ASSOCIATION 


of new homes on sites thruout Chicago and suburbs. Each of 
these homes will be completely furnished and decorated, from 
heating unit in the basement to such things as television antennae 
on the roofs. 

Spearheading this promotion will be an editorial program 
expanded by the Chicago Tribune to provide the extra sales 
power this year’s project can use with profit. 

To launch the Festival, the Chicago Tribune will publish 
on Sunday, Sept. 19 a Home and Home Furnishings issue. Page ' 
after page of this issue will tell the up-to-date story of homes, 
home furnishings, appliances, building materials — everything 
that goes into the construction and furnishing of homes. 


GET COMPLETE INFORMATION NOW 


To maintain momentum thruout the 31 days of the drive, 
this kick-off issue will be followed with a daily editorial program 
keyed to the specific aims of retailers and manufacturers. 

For your share of the sales which the entire industry is now 
driving to make the greatest in Chicago’s history, see that your 
Chicago promotion will be adequate to your special opportunities 
during the period Sept. 20 — Oct. 20. 

For complete information, consult your nearest Chicago 
Tribune representative. 


New York City 17; 
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Added Problems on Giveaways 


In all of the discussion of give- 
away programs and other contest 
operations in which the prize list 
reaches fantastic proportions, two 
important considerations have 
been largely overlooked. 

One of these is a purely busi- 
ness consideration, and an impor- 
tant one for the advertising busi- 
ness and all business. It is this: 

In any premium offer, competi- 
tion, prize contest or other type of 
sales stimulating offer, the prod- 
uct being sold loses some stature, 
because it loses some emphasis. To 
a greater or lesser degree, the ad- 
vertising effort which might nor- 
mally be devoted to extolling the 
merits of the product is turned to 
an exposition of the merits of the 
prize or the offer. The advertis- 
er’s product must share the lime- 
light with the offer, the prize or 
whatever the “hook” may be. 

This situation is well recognized, 
and while the advertiser is willing 
to sacrifice a bit of the limelight 
on his product because of the 
other advantages gained, he usu- 
ally is careful to make certain that 
the central character in the mer- 
chandising drama which he is pay- 
ing for does not become subordi- 
nated to the extraneous character 
he has introduced. 

In the case of the radio give- 
away program, as it has recently 
developed, there is grave danger 
that the central actor in the mer- 
chandising play becomes an al- 
most incidental bit player, lost in 
a welter of glamor and promotion 
which are supposed to be designed 
to enhance, not detract from, his 
performance. 

This objection to giveaway pro- 
grams has already been voiced, 


notably by Miles Laboratories, 
which has wondered out loud if it 
is merely providing a vehicle for 
products in which it has no in- 
terest. But there is an even more 
fundamental problem involved: 
Does the product itself lose stature 
in the public mind by being pro- 
moted in such a way that its 
merits are extolled only in terms 
of buying it in order to get some- 
thing else? Does the purchase of 
a bar of soap or a package of 
cereal become merely an_ inci- 


dental to the hope of winning a | told to W. T. Brannon, Ziff-Davis). 


houseful of electric appliances or 
a yacht? 
sumer product favor to depend in 
increasing degree upon the size of 


try the product? 


portant. It is this: 
In a period when the great need 


of the country is a return to the) 


more homely virtues, including 
the essential dignity of work and 


fruitful, honest effort, the super-| ously than ever. 


duper contest and giveaway tends | fronted with saving our domestic 


to enhance, rather than detract 
from, the notion that success stems 


And if this is so, is con- | 


The other consideration is some- | 
what more nebulous, but still im-| around in the right circles. 


| Mr. Prescott said baldly: “He ob- 
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“Every time we try to put a demonstration on our El Ropo Grande video show, 


six people call the 


fire department.” 


Why. Mr. Prescott? 

Ever hear of Louis (Yellow 
Kid) Weil? In his day he was 
king of the con men, one of 
America’s elite swindlers. Dur- 
ing his checkered career, in which 
he played successfully on the in- 
nate cupidity and dishonesty of his 
fellow man, Weil did his share of 
stir time, which he never particu- 
larly resented, since it let him 
catch up on his reading. 

Well, Orville Prescott, who re- 
views books for the New York 
Times, was recapping Weil’s story 
as told in “Yellow Kid” Weil (as 


At one point, commenting that 
Weil might well have been suc- 
cessful in legitimate enterprise, 


viously could have been a superb 


vertising man.” 
Prescott obviously hasn’t been | 
Re-| 


and it 


professional processional, 
apparently runs so far down the 
line that only the receptionists and 
the pretzel-benders are going to 
be allowed to rock along as just 
plain workers. 


Flutter Me Flippers 

We got quite a bang out of Leo 
McGivena’s copy for Pitney- 
Bowes Postage Meter, enough so 
that we’re going to recite some of 
it for you. It showed a good- 
looking redhead with soft white 
hands, over a headline that said 
“Hands like white doves ... 
flutter in the dusk ... so petal 
smooth, so velvet soft, that men 
go mad with longing [sic]. 

“Well, maybe not quite that! 
After all, this lotion line is hardly 
down our alley. All we wanted 
to suggest was that slopping 


|around with stagnant sponges, 


sticky stamps, and gum-flapped 
envelopes does no good to any 


cently each of the occupations /|8sirl’s digits . . 


| 


where he thinks Weil might have | 
done well has been talking seri-| 
ously about “professional status”’ | 
for itself. 

Selling takes itself more seri- 
Selling is con- 


economy and the rest of the world; 


selling is the key to all things; 4 


from a lucky break, from holding | enough thought is being spent on 


the right lottery ticket, or answer- 
ing the telephone at the right 
time. 

At the same time, millions of 
people get the notion that the 


spoils of business are so great that|There’s another budding profes- 
the giving away of weekly for-| sion, 
In | agency man unabashedly compare 


tunes is a mere incidental. 
such an event, they can scarcely 
be blamed for expecting the light- 
ning to hit them next. 

These are considerations which 
the intelligent marketer will not 
overlook. 


The Matter of Timeliness 


One of the easiest ways to waste 
promotion dollars, and to develop 
a fine feeling of frustration among 
customers and prospects, is to get 
your timing bawled up. 

Currently, we are annoyed at 
an automobile agency which we 


have previously credited with ex-| difficult to 


pairs from July 5 through July 
17,” they said. “Please cooperate 
by having all necessary work com- 
pleted during June.” 

Fine; a good idea. But the card 
was postmarked July 1, and 
reached us July 2, making it a bit 
“cooperate” before 


ceptionally good promotion sense. | July 5. 


They sent us a postcard advising 
us that they were “going fishing, 
too,” and that the majority of 
their service employes would take 
their vacation the first two weeks 
in July. “We will maintain only 
a skeleton crew for emergency re- 


Here is an obvious case in which 
the advertiser would have been 
better off if it hadn’t printed the 
ecards at all; or having printed 
them, and being delayed in mail- 
ing them, if it had dumped them 
all into the waste basket. 


| 


'the public’s hot little hands. 


training acolytes for the selling | 
profession; the standards of sell-| 
ing are not high enough. All these | 
you may hear at any sales seaman! 
tion gathering. 

Weil make an advertising man? 


where one may hear an) 


his position to that of a doctor or 
lawyer with his client. The pro- 
fessional relationship is sometimes 
jarred by aggressive new business 
men, and the hallowed ties which 
bind Histrionics & Hysteria, Inc., 
to Laxatives Ltd. have been 
known to crack with nonprofes- 
sional abandon when Laxatives 
Ltd. fails to move regularly into 


Publicity? That’s a word only 
the Poor and Honest use, nowa- 
days. Marching along under the 
all-embracing blanket of public 
relations, few journeymen have 
sold themselves the necessity of 
professional standing more quickly 
than the p.r. boys. Public relations 
people argue its definition, its 
function and the skill of various) 
practitioners, but they are firmly | 
in accord about two things: the) 
professional aspect of the work, | 
and the necessity of sitting at the 
right hand of top management. 

Mr. Prescott, you have no idea) 
how close to sacrilege you are. 
Our business is in the throes of a 


“So you might mention the PB 
postage meter to the Man in 
Charge of Morale in your office... 

“Metered postage makes those 
small steel engravings with the 
bad-tasting backs as old hat as 
spit curls. 
you literally roll your own... 


” 


Promotion Guy 

We like the definition of a pro- 
motion manager related by Law- 
rence W. Merahn, promotion di- 
rector of the New York Sun and 


With a postage meter | 


The following documents may }e 
secured without charge from corm- 
| panies sponsoring them or throuvh 
| ADVERTISING AGE, by any nationa] 
advertiser or advertising agency 
| executive writing on his business 


letterhead. Address ApvERTISINc 
Ace, 100 E. Ohio St., Chicago 11. 


| No. 3112. 1947 Beauty Survey—a 
Study of Household Subscrib- 
ers. 

This study of Household fami- 
lies’ use of cosmetic and toiletry 
products has added something to 
the mine run of reports, in that it 
measures not only subscribers’ use 
and brand preference of products, 
but also the number of persons 
using the products in subscribers’ 
homes, thus measuring the sales 
potential of Household homes. 


No. 3113. Television Color Guide. 


Station WLWT, Crosley Broad- 
easting Corporation, has _ issued 
this pocket color guide which 
shows how various colors will re- 
produce in black and white on 
movie film and on the television 
screen. 


No. 3114. The Marshall Plan and 
How It Works. 

The complete text of the For- 
eign Assistance Act of 1948, with 
an explanation of its provisions, 
has been published by Army 
Times. How assistance is fur- 
nished, grants or repayments, pro- 
|tection of domestic economy, ap- 


a|Propriations and numerous other 


|details are explained under a sec- 
tion dealing with the law’s admin- 
'istrative machinery. 


|No. 3115. Dealer Ad-Help Re- 
porting Service. 
| The Publishers’ Auxiliary has 
|}issued Report No. 2, which con- 
'tains names, addresses and infor- 
| mation describing dealer ad-help 
/material (mats and cuts) pro- 
'vided by about 350 manufacturers 
|for use in local retail advertising. 
| This is a service provided by Pub- 
Auxiliary—for weekly 


lishers’ 
|}and small daily newspapers. 


No. 3054. Reaching the Buying 
Influences in the Purchase of 
Hospital Pharmaceuticals. 

In this folder, Hospital Man- 
agement reports on two surveys of 
500 hospitals; one, made to de- 
termine “Who are the conferees 
in the purchase of drugs or phar- 
maceuticals in your hospital?”, 


former NNPA president, to Gan- 
nett group of executives. Said | 
Mr. Merahn: 

“He 


is a combination of fire) 


\fighter, research technician, med-| 


icine man and wet nurse. He is| 
expected to be esthetic as well as| 
a fire-and- brimstone salesman. 
Very often he is a one-man adver- 
tising agency. . . It is taken for 
granted that he can do anything | 
from making a layout to arranging | 
a baby-diapering contest. . . He is} 
supposed to be a mathematician | 
and poet, student and showman. | 
Little wonder he is so adept at 
beating through the barflies for a 
martini... ” 


Jottings 

A purist in our ranks quibbles 
about the Greenbrier ad which 
says “Why not plan a memorable 
visit soon?” He says you can’t 
plan anything memorable. Plan is 


future, memorable is past, he 
says. We’re neutral as we can 
Pree 


You’d like the booklet prepared 
by Frank Best & Co., New York, 
for its client, Group Health In- 
surance, Inc., which éxplains how 
group insurance works for sub- 
scribers. A neat job of simplifica- 
COR © 


tabulating respondents’ titles, and 
the other, a study of readership of 
HM’s Hospital Pharmacy depart- 
ment. Included is a representa- 
tive list of the publication’s 1947 
advertisers among manufacturers 
of drugs, pharmaceuticals and bio- 
logical products. 


No. 3049. ‘Out of Sight. 
Mind.’ 

A series of ads, with artwork 
cropped and copy condensed, tells 
the Metropolitan Sunday Maga- 
zine Group’s story in this brochure 
issued by the Metropolitan Group. 
A section is devoted to new facts 
and figures on circulation, flexibil- 
ity, readership, merchandising, 
family coverage, and a list of 1947 
advertisers. 


No. 3056. 
Say. 

A wealth of information about 
rural America’s ranges — what 
kinds dealers are selling, and the 
division of range business between 
the various types of fuel in buy- 
ing centers—is provided in this 
report, issued by the research de- 
partment of Country Gentlema”. 
Sales and opinions of range dea'- 
ers in 39 small towns are put int¢ 


Out of 


What Range Dealers 


tabular form. 


TV 
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West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 448 S. Hill St., Los Angeles, Michigan 0578 


NOW IN ITS 15TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Anguirer 


Exclusive Advertising Representatives 
ROBERT R. BECK, 20 North Wacker Drive, Chicago GEORGE S. DIX, Penobscot Building, Detroit 


UP-TO-DATE FIGURES 


on Philadelphia 


A MULTIPLE MARKET OF 
OVER 1,000,000 FAMILIES 


PHILADELPHIA is bursting its seams... moving 
steadily outward from a trading zone already the 
nation’s 3rd market! This means BONUS POPU- 
LATIONS of suburbs and nearby cities for 
INQUIRER advertisers! To reach these bonus mil- 
lions your schedule must include the most pro- 
ductive paper in Philadelphia’s multiple market — 
THE INQUIRER. 


NOT JUST THE "HUB'—BUT THE WHOLE RICH MARKET 


86.5% coverage by the Sun- 
day Inquirer within 10 miles 
of center-city—77.8% daily 
coverage. 


< \ 87.7% coverage on Sundays 
and 75% daily within 20 miles. 
84.3% on Sunday and 69.2% 
daily inthe area upto 30 miles. 

82.1% Sunday coverage , 
and 65.5% daily in the 40 


PLUS—additional coverage 
that reaches out to many 
other communities. 


Andover 6270 Cadillac 6005 
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Drug and Allied 
Industries Earned 
8% More in ‘47 


New York—Sales in drug and 
allied industries were 20.5% 
greater in 1947 than 1946, and net 
earnings were up 8.1%, according 
to Drug Trade News’ annual 
analysis of financial reports of 
companies in 11 product cate- 
gories. 

The trade publication’s study is 
based on year-end financial state- 
ments of 92 companies—from 
three to 15 in each of the profes- 
sional drug, proprietary drug, 
cosmetics and toilet goods, shav- 
ing supplies, chemical raw ma- 
terials, fountain supply and other 
product groups. 

The 8.1% earnings increase for 
the year is compared by the pub- 
lication with a 53.6% earnings 
gain for 1,571 manufacturing com- 
panies last year, shown in a re- 
cent National City Bank study. 

The study of drug and allied 
industry reports shows the 92 
companies had an increase of 
10.3% before taxes; their tax pay- 
ments rose 12.2% during the year,. 
and taxes amounted to 6.4% of 
sales in 1947 and 6.9% in 1946. 


‘NY Mirror’ Names 
Kelly General Manager 


Warren Kelly, director of retail 
advertising for the New York 
Mirror since 1942, has been ap- 
pointed general manager of the 
newspaper. He succeeds the late 
Robert H. Johnson. 

Murray Whitsett, who has been 
a member of the Mirror’s retail 
staff since 1935, has been named | 
manager of retail advertising. 


Trim Clipper Appoints 

W. E. Bassett Company, Derby, 
Conn., maker of Trim, a new 
fingernail clipper, has placed its 


Portertield Leaves C&O; 
Jones Succeeds Him 


H. L. Porterfield has resigned| who has become vice-president in | 


as assistant public relations direc- 
tor of the Chesapeake & Ohio Rail- 
way, Cleveland, to become public 
relations director of Verney Fab- 
rics, New York. Douglas Jones, 
who joined the C&O organization 
last April from Look, succeeds 
him. 

Thomas J. Deegan Jr., public 
relations director of the Robert R. 
Young interests, is expected to 


| serve also as president of the Fed- 
'eration for Railway Progress, suc- 
ceeding William C. MacMillen, 


|charge of operations of Eagle- 
Lion Films. 


Hudson Names Geuther 


R. O. Geuther, formerly vice- 
president and director of copy at 
Evans Associates Company, has 
been appointed advertising man- 
ager of H. D. Hudson Mfg. Com- 
pany, Chicago. 


Appoints Hager 

Ralph Hager, formerly sales 
manager of the electric range di- 
vision of Frigidaire Products of 
Canada, has been appointed sales 
manager of the radio and appliance 
division of Dominion Electrohome 
Industries Ltd., Kitchener, Ont. 


Appoints Hoffman 

Luther T. Hoffman has resigned 
his sales department post with the 
Hoffman Radio Corporation, Los 
Angeles, to become regional ad- 


| 
| 
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ministrator for the U. S. Buresay 
of Land Management, with heaci- 
quarters in San Francisco. 


Form Video Firm 


John Ford and Merican ©¢, 
Cooper have incorporated a new 
company, Argosy Television Cor- 
poration, Los Angeles, for the pro- 
duction of television films. Mr. 
Ford is chairman of the board and 
Mr. Cooper is president. Comple- 
tion of the first production is ex- 
pected about the first of the year. 


Adverti 


Corr 
Cam 
in 14 

CHICA 
here is 
many s 
its new 
bread m 

As th 
each ma 


UCCONd Ob a HOUSEHOLD 


Note that word BIG. Of all America’s non- 
farm homes, 6 out of 10 go up in small 


advertising with Ferwerda-Boone, 
Inc., New York. Advertisements | 
have been scheduled in 10 busi- 
ness papers in the drug, tobacco 
and syndicate store fields, and na-| 
tional magazines will be used.) 
Trim, fair traded, retails at 25) 
cents. 


Hesse Rejoins Schenley 


Seymour D. Hesse has been) 
named advertising coordinator for | 
Schenley Distillers Corporation, | 
New York. He was associated 
with Schenley from 1934 to 1945 
when he resigned to join Peck Ad- 
vertising Agency, New York. 


nnouncement | 


J. 0. Reinecke, one of 
the country's leading 
Industrial Designers, 
announces his new 
Organization devoted 
exclusively to product 
styling and limited 
in size to assure 
personal attention to 
your design projects. 


J-O-REINECKE 


INDUSTRIAL DESIGN 


Fionn unto | 


CHICAGO - 11 


cities and towns. . 


For building sales 
in your BIG HOME MARKET... 


Pes ee 
be DBE 


%& Advertising Revenue 


%& More 4-color ads! 


and white 


eS 


. the Household market. 
BIG again—the homes of Household 
families average more than six rooms each! 
No wonder these big*homeowners are 
so warm to Household’s Idea-Planned 
editorial pages. Here are the home ideas 
they seek—more than 255 per issue—fresh, 
practical ideas for better living that send 


; Me EY is 


phe 
Wi 


this rich, responsive 


ii 


eas age 
oom ” 
ate. 


Household’s Success Story— is 


%& Handsome new format! 


up more than 40%! 


page, $3.00 for 4 colors! 


: 


these home-loving families rushing to buy. 

Of the 2,000,000 Household families, 
almost a third plan new construction. ..two- 
thirds have definite plans to modernize...still 
more want new furnishings and equipment! 

They have more to spend than ever 
before—yet Household still brings you 


market at the /owest 


cost per page per thousand —$2.25 for black 
and white, $3.00 for 4 colors. 


. 


* Circulation at a new high — over 2,000,000! 


% Lowest cost per 1,000 readers — $2.25 for black 
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Cornbread Mix 
Campaign Runs 
in 14 Cities 


Cuicaco—Quaker Oats Company 
here is using 14 newspapers in as 
many southern markets to boost 
its new Aunt Jemima white corn- 
bread mix. 

As the product is introduced in 
each market, 1,000-line announce- 


ment copy in an extra color offers | 


one package of the ready-mix for 
half price with one package at 
the regular price. 

Smaller space copy has been 
scheduled to run in most of the 
markets through the summer 
months, by C. J. LaRoche & Co. 


Tip Names Ferguson 


Courtland D. Ferguson, Inc., 
Washington, has been appointed 
to handle the advertising of the 


Tip Corporation of America, 
Marion, Va., manufacturer of Tip 
soft drink. Radio, newspapers and 
business papers will be used. 


Names Fitzgerald 


William E. Fitzgerald has been 
appointed to the newly created 
post of truck sales promotion 
manager of Studebaker Corpora- 
tion, South Bend. Previously he 
had been handling special assign- 
ments in the company’s sales de- 
partment. 


Wine Week Is Set 


The Wine Institute, San Fran- 
cisco, has designated Oct. 9-16 as 
Wine Week. A national advertis- 
ing program .plus point-of-sale 
material will be used to promote 
the event. 


Station WVET Moves 


Station WVET, Rochester, N. Y¥. 
has moved from the Granite build- 
ing to the top floor of the Clinton 
building. 


tae 


Capper Publications, Inc., Topeka, Kansas 


HOL 


SEHOLD 


a magazine of actin for small cities. and Thar 


Effective Sept. Ist. 


BUY-LINES 
BY 
NANCY SASSER 
will be printed 


almost 


30 MILLION 
TIMES 


each week! 


x kk 


SUNDAY COLUMN 
15,187,330 


circulation 
in 63 papers. 


WEEKDAY COLUMN 
14,712,057 


circulation 
in 81 papers. 


xk & 


Additional papers 
to publish 
the BUY-LINES columns 
give over 


1 MILLION 
CIRCULATION 
INCREASE 


@ LOUISVILLE COURIER-JOURNAL 
& TIMES 


@ AKRON BEACON JOURNAL 


SALT LAKE CITY TRIBUNE & 
TELEGRAM 


RALEIGH TIMES 

RALEIGH NEWS & OBSERVER 
DETROIT FREE PRESS 

MEMPHIS COMMERCIAL APPEAL 
SAN ANTONIO EXPRESS 
TULSA WORLD & TRIBUNE 
FRESNO BEE 

SACRAMENTO BEE 


For Complete Information Write To: 


- BUY-LINES | 


271 Madison Ave., N.Y. 16, N.Y. 
360 N. Mich. Ave., Chicago |, Ill, 


235 Montgomery St., San Fran- 
cisco 4, California. a 


Los Angeles 


2978 Wilshire Blyd., 
5, California. et eee 
333 S.W. Oak St., Portland 4, Ore. 
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CBS, ABC Sign Yankee 


The Yankee Network, Boston, 
has reached an agreement for 
temporary television affiliation 
with both the Columbia Broad- 
casting System and American 
Broadcasting Company. WNAC- 
TV will telecast selected programs 
originating with both TV net- 
works. Yankee continues its affil- 
iation with Mutual Broadcasting 
System for AM and FM broad- 
casting. 


KERN Names Baziuk 


Issues ‘Offset 
Scrapbook No. 3’ 


Los AnceLtes— A. A. Archbold 


|here has published “Offset Scrap- 


book” Number Three, a 24-page 
listing of headline words, phrases 
and ornaments which can be 
clipped and used for offset repro- 
duction or for engravings. 

The previous two editions, both 


8%2x11”, as is the present volume, | rado, Iowa, Michigan, Minnesota, 


contain lettered words 


phrases. 
Walter Baziuk has been ap- 
pointed acting station manager of 


Station KERN, CBS affiliate, 
ee. Cal. He replaces Hal tive adjectives, value designators 
rown. 
and others. 
The second edition contains 1,- 
FREE ie yout eh 
: with LIFE-like EYE* ettered and typeset words in the 
CATCHER photo. Used same classifications. The latest 


oy biggest advertisers. 
Nothing like them any- 
where. 100 new subjects 
monthly. Mat or Glossy 
Print plan at low cost. 
rite for new FREE 


volume of the set concentrates 
largely on ornaments, border ma- 
terial, unusual items such as Chi- 
nese characters, wreaths, tele- 
phones, Christmas card pictures 


and messages and patriotic, fra-| 


ternal and military symbols. 


| Any or all of the books are ob- 
'tainable from Mr. Archbold, Box 
740 Pico Heights Station, Los An-| 
geles 6, at $3 each. 


To Air Football Games 


Standard Oil Company (In- 
diana), Chicago, this fall will) 
sponsor broadcasts of all football | 


| 


and | Nebraska and Wichita and all reg-| 
The first volume classi-|ular-season games of the Chicago 
fies them under such headings as| Bears of the National Professional | 
announcements, attention arrest- | Football league. The company also 
ers, quality emphasizers, descrip- 'will sponsor a series of “game-of- | 


600 non-duplicated specimens of Walsh Appoints Cross 


games of the Universities of | 


the-week” football broadcasts over 
Station KMOX, St. Louis. 


George E. Cross, formerly ad- 
vertising and _ sales promotion 
manager of Moffats Ltd., Weston, 
Ont., range and refrigerator man- 
ufacturer, has been named an ac- 
count executive in the Toronto 
office of Walsh Advertising Com- 
pany. 


ve 


YOUR KITCHE 


The stov 


pans—drink 


cer 
look at the brand 


facture 
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Indicative of a large fj 
©quipment—motors—Vv Bel 


ling equi 
used in other indsnion 


P a 
it’s a big busines 
rs make these products? | 


CERAMICS IS Big BUSINESS ~ 


N... for instance 


e—refrigerator—cabin 


_clock face—light glo 


—electrical porcelain 
ing glasses—plat 


s—all are ceramics. Turn 


ets—sink—wall tile 


dows—dishwasher 


be—win ane 


for the wiring—pots 
es—cups and savu- 
over the plates or 
the other items. 
e manvu- 


names on 
Do you help thes 


“Ceramics'’—a word used to describe all products 
of the industry, collectively, are made of minerals 
and chemicals, subjected to 


high temperatures lover 


1300 degrees). Included are products of glass, pot- 


tery, porcelain enamel, and abrasives. 
CERAMIC S is 
in Power 


Consumption 


It’s q smart buy when you see eye 


to eye with C.l. .. . 


more than 1,000 industrial 
such as Libbey Owens 
— Owens Illinois — 


Because of the 
giants in this field— 


d —Lenox — Frigidaire , 
ae Laughlin—Hotpoint—Pittsburgh Plate 


| Electric— 
lass — Mt. Clemens — Genero 
psa Atlas — American Radiator — Crane 
hers. 
Company—and many of a. 

All million dollar companies rg 
financed—now thoroughly equippe oo 
always on the lookout for still better equip 
ment and materials to improve their proc: 


esses. 


Want to know more 
about CERAMICS? 


It is an interesting, absorbing 
subject. “We are living in a 
Ceramic World.” 


SEND 
FOR THIS 
BOOK 


INDUSTR 


Published by Industrial Publications, Inc., the largest 


Y 
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James E. O’Bryon, Mutual publicity director, was commencement 
speaker for the public relations candidates of the New School in 
New York. .. Mrs. Betty Whitaker of Photoplay’s Chicago sales 
staff was a walking advertisement during a recent trip to New 
York. Her white blouse was decorated with the hand printed trade 
names of her accounts—Camay soap, Gage hats, Vicki Lynn blouses, 
Kickerinos—and a cover of her magazine... 

Dick Smith, of W. R. C. Smith Publishing Co., Atlanta, returned 
from the International Rotary convention in Rio de Janiero in 
time to take in the NIAA convention in Baltimore. . . Many friends 
of G. W. Morrison, advertising manager of Ingersoll-Rand, do not 
know that he is one of the foremost contract bridge players of 
the country, holding a master’s ranking. . . ; 

Steve Glennon, advertising director of Outdoor Life, recently 
gave a cocktail party to leading Denver advertising and business 
executives, marking 
the 50th anniversary 
of the magazine, 
which was born in 
Denver. . . 

On June 11, Frank 
Samuels, sales mgr. 
of American Broad- 
casting Company’s 
western division, be- 
came the proud father 
of a baby daughter. 
The newcomer, Kathy 
Fayne, who weighed 
8 pounds, 1 ounce, has 
two brothers. . . 

C. R. Kroekel, pres. 
of Kroekel-Oetinger, 
Philadelphia, was 
named Candy Indus- 
try Man of the Year 
and awarded the Ket- 
tle by Candy Indus- 
try, sponsor of the 
award, at the annual 
convention of the Na- 


ADVERTISING DAD—Vincent Assalone (right), of 


American Can Company, and president of the nee, 
Association of Advertising Men, presents Walter v5.1 E 


Weir, president of Walter Weir, Inc., New York, 

with an inscribed shaving mug as the “Advertising 

Father of the Year." Five boys and two girls 
call Mr. Weir pop. 


Reynolds, a Chicago- 
an by virtue of his 
vice-presidency of 
Criterion Service, but 
an Evanstonian after hours, has been elected to the board of 
directors of the Evanston Trust & Savings Bank. . . 

Elliott J. Barnett, ad salesman for the Hartford Times, has been 
elected president of the Hartford Junior Chamber of Commerce. . . 
Mrs. Claire Cari-Cari, director of station relations for Gardner 
Advertising Co., St. Louis, was married June 24 to William J. 
Bagley Jr. of St. Louis. After a Jamaica honeymoon, Mrs. Bagley 
will return to the agency... 

Robert E. Kintner, executive v.p. of American Broadcasting Co., 
has received a citation for meritorious service on behalf of the 
Greater New York Fund’s 1948 appeal. . . George Tons, sales 
mgr. of KDKA, Pittsburgh, and Harris Breth, director of the Du- 
quesne Hunting & Fishing program, are on a fishing trip near 
Quebec. . . 

Phil Tobias Sr. and other Simmonds & Simmonds execs were 
hosts June 25 at an open house celebrating the Chicago agency’s 
40th anniversary. . . New president of the Alumni Association of 
Trinity College, Hartford, is Col. John Reitemeyer, publisher of 
the Hartford Courant. . . 


LARCHMONT LAUNCHING—Stephen P. Glennon, advertising director of 
Outdoor Life, New York, (third from right), watches the launching of his new 
34-foot Richardson cruiser, the “Outdoor Life," at the Larchmont Yacht Club. 


P. Wayne Jackson, creative director of the Fetter Printing Co., 
Louisville, has taken over the job of managing director of a state- 
wide drive to raise $1,500,000 for corrective treatment for victims 
of spastic paralysis. The campaign is sponsored by the Lions Clubs 
of Kentucky... 

Congratulations are going to Dick De Freitas, WHN (New York), 
announcer, on the birth of his second child, a six and one-half- 
pound daughter, on Father’s Day. . . Wedding bells will ring July 
18 for Marcia Mae Schrump of the public relations department o! 
American Viscose Corporation, New York. Her marriage to Rober 
Pickens, Oregon Worsted Company, will take place on that date. . . 

Bob Davis, radio director of Carl Byoir & Associates, and hi: 
new Mrs., the former Virginia Todahy, honeymooned at Saranac 
Lake, N. Y., after a June 25 wedding at Riverside Church, New 
.( 

Joe Clark, Benton & Bowles art director, has added two gold 
medals to his collection. He carried off top honors at exhibition: 
of the Art League of Nassau County and the Art Directors Club o: 
New York ; 

Walter B. Haase, station manager of WDRC, Hartford, round: 
out his 24th year with the station this month. During this period 
he has held practically all the jobs at the station. 
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The Hearst Newspapers have warned the politicians 


To Keep Hands 
Ott Business 


FROM A LETTER BY 


William Randolph Hearst 


PUBLISHED IN THE HEARST NEWSPAPERS 
MAY 13, 1935 


“T think too much planned economy, 
which is .a high sounding phrase for 
Government interference, is disastrous— 
more disastrous than none. 

“Tt is false to assume that American 
industry, if unhampered by planned inter- 
ference, cannot maintain its supremacy 
over the rest of the world as it has in the 
past. “*% 

“Other countries now have machinery, 
of course. But Wescan haye and do have 
and will have better machiffery. 

“We have better brains—in industry, 
not in politics.Our best brains shun politics. 

“American business is not perfect, but 
it is more nearly perfect than American 
polities. 

“Gambling in business, as in anything 
else, should be barred by law. 

“Honesty should be enforced in busi- 
ness as in every activity. 

“In other respects let the American 
businessman conduct his own business 
in hisown successful and beneficial manner. 

“He has more ability than the poli- 
ticians, and more morality, too.” 


Today, as in 1935, American industry and consequently American 
prosperity is being hampered by ignorant political interference. 


The Hearst Newspapers have warned again and again that govern- 
ment domination of business can be nothing less than disastrous to 
business and damaging to the country. And these papers continue 
to believe that if the American businessman is allowed to do his job 
in his own capable and creditable way, we will have the most united 
and satisfied and prosperous community in the world. 
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Pershall Analysis 
Shows $1,929,794 
Put in Area Ads 


Cuicaco—Advertising expendi- 
tures to attract new manufactur- 
ers and develop industry gener- 
ally in various communities and 
areas throughout the country 
totaled $1,929,794 in 82 national 
consumer magazines, business 
papers and newspapers in 1947, it 
is shown by a study just com- 
pleted by J. R. Pershall Company, 
agency here. 

The agency believes that the 
study is the first of its kind ever 
undertaken by an agency on a 
national scale. 

The study showed that 156 ad- 
vertising campaigns for develop- 
ment of industrial areas were con- 
ducted by 27 state planning and 
development commissions, four 
counties, 21 cities, 37 chambers of 
commerce, four ports, three news- 
papers, four banks, 22 railroads, 
24 utilities and 10 miscellaneous 
companies. 

Space totaled 1,290 pages in 74 
consumer magazines and business 
papers and 187,700 lines in eight 
newspapers. Some $1,661,815 was 
spent for space in the former 
group and $267,979 on newspapers. 


Combining Campaigns 


Linage records for 1948 show 
that volume is holding its own and 
may be increasing. The agency 
said that “new advertisements of 
this nature are appearing, and, in 
several instances, heretofore sepa- 
rate campaigns have combined to 
represent a larger general area 
with increased media schedules.” 

The study was based on infor- 
mation from McGraw-Hill Pub- 
lishing Company and mail in- 
quiries to 80 publications, Stand- 
ard Rate & Data, Media Records 
and Audit Bureau of Circulations 
reports. 

Consumer and business maga- 
zines covered were Business Week, 
Forbes, Fortune, Newsweek, The 
Saturday Evening Post, Time and 
United States News. Newspapers 
were the New York Times and 
Wall Street Journal and in Chi- 
cago, the Daily News, Herald- 
American, Journal of Commerce, 
Sun-Times and Tribune. 


Fashions Take Part 

Ernest J. Armer, president of 
Cohn Goldwater Company, Los 
Angeles, has been named chair- 
man of the Fashion Industry Ad- 
visory Committee for the Cali- 
fornia State Fair to be held Sept. 
2-12, in Sacramento. This is be- 
lieved to be the first time any- 
where that a fair has given rec- 
ognition to the fashion industry. 
Gold medals will be awarded to 
garments which by popular vote 
are outstanding in each classifica- 
tion. 


NEW JERSEY'S FOURTH LARGEST MARKET 


BAYONNE 


cannot be sold 
FROM THE OUTSIDE 


76% 


THE BAYONNE TIMES 


14% 


ALL OTHER PAPERS COMBINED 
NEWSPAPER COVERAGE 


THE BAYONNE TIMES 76% Family Coverage 
is 93% home delivered and the most con- 
centrated coverage in New Jersey. $69,246,000 
in Retail Sales for 1947 makes Bayonne a 
good home market. Bayonne’s 100 diversified 
industries insures you a good industrial 
market. 


Send for the 1947 Market Data Book. 


THE BAYONNE TIMES. 


MATIONMALLY REPRESENTED OF 


BOGNER & MARTIN 
208 GARISON AVE, WEW YORK © 278 H LASALLE ST. Cmcage 


‘Black Joins Anderson 


Lawrence Black, formerly edi- 
tor of Western Flying has joined 
the Anderson Adverti sing Agency, 
Los Angeles, as an account ex- 
ecutive. The agency has acquired 
the following accounts: Bowlus- 
Robertson; D & M Products, Inc.; 
Lucas. & Smith Mfg. Company; 
Maico Pacific, Inc.; Quijada Tool 
Company; Robella Hollywood 
Fashions (division of Craig of 
California), and West Coast Aero 
Tool Company. 


. 

“Photoplay’ Ups Rates 
Effective with the October, 1948, 

issue, Photoplay, New York, will 

increase its advertising rates. The 

new black-and-white rate will be 

$2,750 per page. 


St. Paul Admen Elect 


Charles F. Schrantz, advertising 
manager of Weyand Furniture 
Company, has been elected presi- 
dent of the Advertising Club of 
St. Paul, with Kenneth M. Wright, 


Wright Studios, as vice-president. 
Lawrence E. Dutcher, Bob Pen- 
dergast Advertising, and Carroll J. 
Brown, Green Engraving Com- 
pany, have been reelected secre- 
tary and treasurer, respectively. 


Names Miller-Gould 


House of Harmon, Harmon, 
N. Y., greeting cards, has named 
Miller-Gould & Co., New York, to 
direct its advertising. Magazines, 
newspapers and direct mail will | 
be used. 


Advertising Age, July 12, 194; 


| Detroit Adwomen Elect 


Edythe Fern Melrose, Statio 
WXYZ, has been elected preside: 
of the Women’s Advertising Clu 
of Detroit. Other officers ar< 
Dorothy Ann Marks, Neff Radi» 
Productions, vice - president; An, 
Batson, publicity and public rela- 
tions, treasurer; Eleanor Hore: , 
House O’Charm, recording secre- 


Ce = 


tary, and Florence Cox, Cox . 
| Dunbargar, corresponding secre - 
| tary. 
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WKRC, Jukes | 
Plug Each Other | 


CINCINNATI—Station WKRC and 
tle juke box owners here have| 
completed a- joint disc jockey 
and juke box promotion. 

The Automatic Phonograph 
Owners Association selects a “top 
number of the month,” and gives 
ii top billing among the selection 
cards in the juke box, with the 
notation: “Hear this on WKRC 


also.” In addition, the music 
vendors post a display card near 
each box. 

The radio station gives the juke 
box owners spot announcements 
in return, suggesting that listeners 
hear the top number on their local 
music machines, and also fur- 
nishes the display cards. 


Names Moffitt 

Gordon G. Moffitt, formerly ad- 
vertising manager of the Mercury- 
Chronicle, Manhattan, Kan., has 


been named head of the advertis- 
ing and sales promotion depart- 
ment of Carter-Waters Corpora- 
tion, Kansas City, Mo., manufac- 
turer and distributor of industrial 
and home construction materials. 


Opens Carton Campaign 

United Board & Carton Cor- 
poration, New York, is launching 
full-page ads in July issues of 
trade publications in eight differ- 


ent fields. Gotham Advertising 
Company, New York, is_ the 
agency. ; 


Fruehauf Boosts Hazell 


R. T. Hazell, sales manager of 
the Canadian operation of Frue- 
hauf Trailer Company of Can- 
ada, Weston, Ont., has been pro- 
moted to general manager of the 
company. 


To St. Georges & Keyes 


Rosemarie de Paris, Inc., manu- 
facturer of fine candies and baked 
goods, has placed its advertising 
with St. Georges & Keyes, New 


York. 


ie 
a 


T fad 


ertis 


Interna 


peat — \Co Keasbey : oo - 
Carpenter 9160 Koppers Co., Inc- 

pn te ae SOT 
B. F. Goodric . Co. Timken Roller ‘ ; 
Goodyear sa & a Westinghouse Electric Corp 
Hercules Powaer +": 


*Based on Publ 


(PE Tink tr Bs 
Be re, 


ishers’ I nformation 


ein 


tional Nickel Co. 


Bureau analysis. 


pany expenditures. And 


news Magazine, 


again in 1947 was: 


pages. ” 


tisers. 


larly carries B. F. Goodrich advertising to the 
highest concentration of these management-men 
~—at less cost—than any other general business or 


BUSINESS WEEK FIRST 


Year afier year! — 


Other advertisers, too, recognize the selling power : 
of Business Week. That’s why, among all general 
business and news magazines, Business Week 


VY FIRST — in page volume of business goods 


and services advertising. Total; 3110 


Y FIRST — in number of business goods and 


services advertisers. Total: 623 adver- 


FIRST —in number of exclusive accourts 
in the business goods and services classi- 
fications. Total: 229 accounts. 


For the past ten years Business Week has main- 
tained this consistent leadership. The reason is 
summed up in this one brief sentence: 


WHEREVER YOU FIND IT, 
YOU FIND A MANAGEMENT- MAN 
... WELL INFORMED 


HERE’S WHY! The B. F. Goodrich Company 
recognizes the importance of reaching and influ- 
encing America’s management-men who, surveys 
show, initiate, specify and approve all major com- 


... Business Week regu- 
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Richmond-Chase 


Campaigns for Its 
Nectar, Prunes 


San Jose, Cat.—Richmond- 
Chase Company, fruit packer here, 
will begin a campaign next month 
in national consumer magazines 
for its Heart’s Delight fruit nec- 
tars and pasteurized prunes. 

A four-color ad will emphasize 
the variety of uses of Richmond’s 
apricot, peach and pear nectars in 
|flavoring punches, sauces, salads, 
‘dressings, sherbets and desserts. 
|The ad will appear, starting in 
| August issues, in Better Homes & 
'Gardens, Good Housekeeping, 
| Ladies’ Home Journal, McCall's, 
Parent’s Magazine and Woman’s 
|Home Companion. Recipes will 
| be listed in the ad and on the back 
of the label of the can. 

Copy will also stress that 
Heart’s Delight prunes can now 
be stewed “in 20 minutes instead 
of 40,” require no soaking or 
|washing and are “so soft that 
youngsters eat them like candy— 
'right from the package.” 

Brisacher, Van Norden & Staff, 
|San Francisco, handles the ac- 
| count. 


L. A. Adwomen Elect 


| Mary E. At Lee, men’s adver- 
| tising manager of Desmond’s, has 
| been elected president of Los An- 
|geles Advertising Women, Inc. 
| Other officers are: Doris Allen, 
|Southern California Gas Com- 
| pany, lst vice-president; Helen 
| Edwards, Helen Edwards & Staff, 
| 2nd vice-president; Venna Taylor, 
| program director, KRKD, record- 
|ing secretary; Beatrice Kentz, 
| Batten, Barton, Durstine & Os- 
| born, corresponding secretary, and 
| Bea Davis, The Mayers Company, 
| treasurer. 


‘Two Name Klein Agency 


Philip Klein Advertising 
Agency, Philadelphia, has been 
named to handle the advertising 
of the Frankford Grocers Associa- 
tion, a cooperative grocery chain 
with 2,000 member stores in the 


wear, tie manufacturer. 


Joins Milwaukee Agency 


John W. Wood, formerly art di- 
rector of Erwin, Wasey & Co., Los 


Angeles and Seattle, has joined 
Klau-Van Pietersom-Dunlap As- 
sociates, Milwaukee agency, in the 
same capacity. 
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I’M THE OFFICE BOY... 
| SET THIS AD IN JIG TIME!” 


Even the boss has stopped beefing 
about typesetting delays and high 
costs. Why? Fototype can be set for 
photo-reproduction in a matter of 
minutes, not days. 


This ad is a typical example of Foto- 
type in use--self-aligned, professional 
looking. Costs? We're saving up to 90 
per cent over regular metal typeset- 
ting bills. Simple? Anyone can set it-- 
you, your steno, or the office boy. 

Write for your copy of afree catalog 
displaying a large variety of type 
faces and sizes to fit your needs. 


INC ORPORAT D / 
1415 ROSCOE STREET, CHICAGO 13 


Philadelphia area, and Rose Neck-. 
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Gets Mastic Acres 


Walter Shirley, owner of Mastic 


KFI Promotes Hamilton 


Charles E. Hamilton, super- 


Acres, Long Island real estate de- | visor of music for KFI, Los An- 


velopment, has named Flint Ad- 
vertising Associates, New York, to 
handle advertising and publicity. 
A budget of $175,000 has been 
allotted for the remainder of the 
1948 fiscal year, to be spent in 
newspapers and outdoor. 


PREMIUMS 


Self liquidating and give-aways. 
Children's premiums created to fit your product. 


WALROB 
1525.E, 53RD ST. CHICAGO 15, ILL 


| Ine. 


geles, has been appointed direc- | 
tor of public service for the sta-| 
tion. Mr. Hamilton, who has been | 
with KFI for six years, replaces | 
James Vandiveer, who has been | 
promoted to director of remote | 
programming. 


Ayer Appoints Bower 
Maxwell Bower has been ap- 
pointed general sales manager of 
Harriet Hubbard Ayer, Inc., New 
York, a Lever Brothers subsidiary. 
He previously was with Industrial 
Tape Corporation and Milkmaid, 


a. -MET AL ad UU pi 


SAVE 50% « of yout Come moms 


en eata- 


' ACCURATE COMPOSITION SERVICE, INC 


‘Ph HAR. 9634 


42 S&S DOecarborn St Criea at) 


Visking Shifts 
Four Executives 


. R. Medici, vice-president, 
has been appointed treasurer and 
executive vice-president of Vis- 
king Corporation, Chicago, relin- 
quishing his duties as general 
manager of the clearing division. 
Gustav Freund II, vice-president, 
has been transferred to the clear- 
ing division as general manager | 
from the Preston division, Terre 
Haute, Ind., where he was gen- 
eral manager. 

L. E. Houck, sales manager of | 
the clearing division, has been 
named general manager of the 
Preston division. H. A. Lotka, 
sales supervisor, will succeed Mr. 
Houck. All appointments became 
effective July 6. 


‘Journal’ Promotes Hurt 


Floyd Hurt, a member of the 
Atlanta Journal’s advertising staff 
since 1937, has been named man- 
ager of the general advertising 
department. He succeeds Charles 
E. Branham, who resigned to join 
the Branham Company, news- 


paper representative. 


600 Chrysler 
Dealers Sponsor 
Animal Program 


Detroit—David A. Wallace, 
president of Chrysler division of 
Chrysler Corporation, has long 
been identified with animal wel- 
fare work. The American Humane 
Society recently presented a 
plaque to Mr. Wallace for his con- 
tributions to animal welfare. 

The plaque was not awarded, as 
some might guess, for Chrysler’s 


‘current campaign of colorful 


spreads in magazines showing 
bears, ducks, dogs and other ani- 
mal families in handsome outdoor 
settings. 

The award was made, rather, 
for a long-time Chrysler radio 
program called “Animal World 
Court.” This show is heard five 


ie 


The San Francisco Bay Area with 
registrations topping 650,000 cars is a 


prime automotive market. . 


medium, The Chronicle! 


The Chronicle for years has been the 
Coast’s prime automotive advocate . . . 
pioneered for better roads... 
‘action on more San Francisco bridges, 


express highways, underground parking 


. with a prime 


got effective 


downtown, has constantly campaigned for 


safer driving, reduction of traffic violations 


. fostered more car use by more families 
for enjoyment of Northern California’s 
beaches, mountains, deserts. 


Home owned and home edited, The 


Chronicle is close-meshed with native 


mores and buying habits. A generous 
content of local happenings and widest 
coverage of the most significant foreign 


news makes it indispensable to the well 


informed. The woman’s section picturing 


the most intriguing styles for the world’s 


best dressed women intrigues the woman 


reader. Sports, 


broaden the audience—make it profitably 


features, 


and 


comics 


productive in all new car price ranges, for 


tires, tubes, gasoline, accessories. 


Of course The Chronicle sells other 


things than automobiles! It carries the 


heaviest load of the major San Francisco 


department stores, tops the list of the 


smartest specialty shops, leads in books 


as well as bonds. 


It will sell anything 


better— including Simca-Fiats! Any SFW 


man will be glad to tell you why! 


Buick, Cadillac, Chevrolet, Chrysler, DeSoto, Dodge, Ford, 


Frazer, General Motors, Hudson, Kaiser-Frazer, Oldsmobile, 
Lincoln-Mercury, Mercury, Packard, Playboy, Plymouth, 
Nash, Pontiac, Studebaker, Tucker, Willys Jeep... excluding 
supplement linage, in 1947 gave The San Francisco Chronicle 
246,361 lines of new passenger car advertising—more than any 
other SF newspaper. The only new passenger car advertised — 
and not in The Chronicle—was the Simca-Fiat! 

What do you suppose happened to Simca-Fiat?...we 
wondered—and then found out! The manufacturer is in France. 
And the distributor in San Francisco was new. If they knew 
what Detroit manufacturers know about advertising in SF, the 
score of The Chronicle last year would have been 100% on new 
car copy!...There are also some manufacturers uninformed 


about The Chronicle, but without the excuse of Simca-Fiat! 


san Francisco Chronicle 


Sawyer, Fercuson, WALKER Co., National Representatives 


> 


New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 
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|minutes a day, five times a weel 


‘on more than 75 stations. Th 
|600-odd Chrysler dealers wh 
| sponsor it, and the auto manu 
|facturer consider it a highly suc. 
‘cessful institutional program. 

A transcribed show, it is de- 
|voted entirely to the interest o: 
|pet owners and those who aspir 
to own animals. It is closely tie 
in with local humane and anima 
welfare agencies. These wor! 
closely with Chrysler and its deal 
ers in finding homes for pets an 
generally promoting animal “hu 
manitarian” activities. 


Program Pays 


The idea for the program origi 
nated with Mr. Wallace. It wa 
his belief that Chrysler dealers 
would welcome a chance to con- 
tribute to the furtherance of such 
humane work and that benefits 
from the good will program would 
be substantial. Chrysler claims 
that his expectations have paid off 
handsomely. 

Subject matter of “Animal 
World Court” is largely devoted 
to dogs, “because they are the 
richest source of material.” On 
each broadcast there is a narrative 
of heroism, intelligence, devotion 
of either a pet or a working ani- 
mal. 

Listeners 
humane or 


are referred to loca! 
welfare agencies for 
information and action regarding 
acquisition of pets. Where pos- 
sible, sponsoring dealers distrib- 
ute applications for membership 
in such local organizations. An 
indication of the popularity of the 
program is the fact that it emptied 
the Denver Humane Society’s ken- 
nels in five days. Equally effec- 
| tive results have been reported in 
Dallas, Los Angeles, Detroit and 
other cities. 


Distribute Booklet 


Dealers establish contacts* with 
listeners by distributing a free 16- 
page booklet, “How to Take Care 
of Your Pet,” prepared by Mc- 
Cann-Erickson, Chrysler’s agency. 
The booklet is published by 
arrangement with Better Homes & 
Gardens and contains materia! 
from “Your Dog and Mine,” a 
book published by Meredith Pub- 
‘lishing Company, Des Moines. 
| “Animal World Court” is, in al! 
instances, broadcast between 5:30 
/}and 7:30 p.m., to catch the great- 
/est number of listeners of al! 
| ages. 
| The show is promoted in news- 
papers, usually by small-space ads 
/on radio pages. This month, how- 
ever, a three-column by 11-inch 
advertisement is running in more 
than 200 weekly newspapers 
‘throughout the U. S., boosting 
local humane societies and point- 
ing out that Chrysler dealers spon- 
sor the radio program. 

Like its magazine campaign, the 
radio show is a step by Chrysler 
'to show that the Chrysler dealer 
“take care of their own” as ani 
mals do of their young. 


Crosley’s WLW, WLWT 
Shift Four Executives 


Chester Herman, who has bee: 
assistant program manager 0 
Station WLW on loan to television 
has been appointed program di 
rector of Station WLWT, Crosle: 
Broadcasting Corporation’s Cin- 
cinnati TV outlet. Rita Hacket 
Cassidy has been named directo 
of television film procurement, anx 
J. R. Duncan, who has been act 
ing director of television opera. 
tions, has been appointed directo) 
of television engineering. 

Ken Smith has been appointec 
assistant program director 0 
WLW, succeeding Mr. Herman. 


Hauptman Opens Agency 
H. W. Hauptman, formerly gen- 
eral manager of Edwin Freed Ad- 


| vertising Corporation, has formec 


/his own advertising agency, H. W 


|Hauptman Company, with office: 


|at 19 E. 48th St., New York. 
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The New York Times 
published more advertising 

in the first half of this year 
than any New York newspaper 


has ever published 
in a like period. 


This record volume was produced by advertisers eager to profit 
from the unique sales-making power of The New York Times, for 
29 consecutive years the biggest advertising medium in the world’s 
biggest and busiest market. If you’re looking for new business or 
more business, get in touch with us. 
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Jackson Says Fish 
Need Chain Sales 
—Not Processing 


VircIniA BeAcu, Va.—America’s 
fishing industry is tackling the 
problems of marketing, Charles 
E. Jackson, general manager, Na- 
tional Fisheries Institute, told the 
Southeastern Chain Store Council 
meeting here July 2. 

“America has led the world in 
developing more efficient fishing 


-BBDO Appoints Day 

| Richard M. Day has been ap- 
|pointed manager of the publicity 
department of the Batten, Barton, 
Durstine & Osborn downtown Los 
Angeles office. He has been radio 
director of the Los Angeles Com- 
munity Welfare Federation and 
Community Chest for the past 
year. 


Agency Changes Name 
Emery Adyertising Company, 
Baltimore, has changed its name 


|founder of the agency, 
|chairman of the board and Her- 


|to Emery Advertising Corporation. ; subsidiaries, 


At the same time Charles Emery, 


bert C. Schuckle, president. The 
agency will move shortly to 2 N. 
Ave. East. 


Buys Esmond Mills 
Textron, Inc., New York, has 
purchased the Esmond Mills, Es- 
mond, R. I., manufacturer of blan- 
kets and napped fabrics. Included 
in the purchase is the control of 
all the common stock of Esmond’s 


became | 
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embracing mills in| S$¢hmidt Names McCoy 


Dover, N. H., Waynesboro, Va., 
Granby, Que., and Perth, Ont. || George McCoy has been ap. 
pointed general sales manager of 


a 'the Schmidt Brewing Company 
Drayton Joins Clary | Detroit. Formerly he headed hi 


Whitney Drayton, formerly sales own distributorship in Oakland 
promotion manager of Snap-on | County. 
a nd a eo has been ap-| anne 
point advertising manager of | 
Clary Multiplier Corporation, man- | York to Lenhart 
ufacturer of electric business| The York Bar Bell Company. 
machines, Los Angeles. General | York, Pa., maker of weight lifting 
offices adjoining the new Clary and exercise equipment, has ap- 
plant in San Gabriel, Cal., will be | pointed Lenhart Advertising, York 
completed this fall. | to handle its advertising. 


vessels and in advancing methods | 


for the capture of fish,” Mr. Jack- 
son said, and the institute is ham- 
mering away on quality because 
“we understand that one serving 
of poor quality fish does more 
harm than 10,000 servings of good 
quality fish do good to our indus- 
try.” 

Discussing the institute’s mod- 
est national advertising campaign, 
which will be tuned to quality, he 
explained, “If we wait for uni- 
form perfect quality to be devel- 
oped before we advertise, other 
foods will continue to push us out 
of the market, as they have con- 
sistently done the past 25 years 
or more.” 


Clerks Need Training 


He said the industry needs the 
help of the chain stores, that the 
stores can help carry the story “of 
good quality, of frozen and pack- 
aged foods” to the housewife. 

He suggested to the chain stores 
that they have clerks who special- 
ize in selling fish or are adequately 
trained in the handling and sale of 
fish. “Clerks are trained as butch- 
ers,” he said, “they seem to have 
little interest in fish. Why don’t 
you have clerks who specialize in 
fish?” 

Mr. Jackson also looked askance 
at the intrusion of chains into the 
manufacturing and _ processing 
fields. “Our industry would 
like to regard chains as retail out- 
lets. We would like you to stay in 
the retail business. A few chains 
have invaded our field. Some of 
them are producing fish. Some are 
canning and processing fish. Some 
are buying direct at the fish 
docks.” 


Appoints Leon 

United States Envelope Com- 
pany, Springfield, Mass., has ap- 
pointed the S. R. Leon Company, 
New York, to handle advertising 
for the self-seal envelope division. 


-> ANGLED <- 


to 52,000 Men 
Who Buy and Specify 


INDUSTRIAL EQUIPMENT 
NEWS is edited exclusively for 
men seeking product news and 
information, Staff written, veri- 


fied, reportage has gained it 
priceless reader confidence. Cir- 
culated by request to men in 


America’s larger industries. 


Contents, make-up and_ policy 
of I E N are always angled 
towards fact-minded readers. 
Your factual advertising is wel- 
comed by these seekers after 


information. 


$95 to $102 
big job for 


a month can do a 
you. 


Write for our July C C A 
Statement and our new 
“N 1 A A Report” 


INDUSTRIAL EQUIPMENT NEWS 
Thomas Publishing Co. 


461 Eighth Ave., New York 1, N. Y. 


BOSTON @ CHICAGO @ CLEVELAND e@ 
DETROIT @ LOS ANGELES @ 
PHILADELPHIA @ PITTSBURGH 
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K TS ‘panes 
offers the newest and finest facilities in the world 


for the televising of your commercial programs and announce- 


m 


ments...in the important and rapidly developing Los Angeles 
market. Detailed information and rates on request. Write or 


vA 


LNA 


call Sydney Gaynor, General Sales Manager, Don Lee Radio 
Center, 1313 North Vine Street, Hollywood 28, California. 


THOMAS S. LEE, Pres, * LEWIS ALLEN WEISS, Vice-Pres. & Gen. Mgr. * SYDNEY GAYNOR, Gen. Sales Mer 
Represented Nationally by John Blair & Company 
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Advertising Age, July 12, 1948 


Names Southwell 


R. J. Southwell, formerly tech- 
nical representative of Bakelite 
Corporation, Detroit, has been 
named sales manager of Canadian 
Resins & Chemicals Ltd., Montreal 
and Shawinigan Falls, Que. 


Gets Fur Account 


Hicks Advertising Agency, New 
York, has been appointed to 
handle the advertising and pub- 
licity of Leo Spain Furs, New 
York. 


Wurzburg Names Curley | 


Edwin F. Curley, formerly re- 


gional operating manager of the} 


Chicago territory for Montgomery 


Ward & Co., has been appointed | 
merchandising manager | 


general 
of Wurzburg Company, Grand 
Rapids, Mich. 


Fred Harvey to Mayer 

Howard G. Mayer & Associates, 
Hollywood and Chicago, has been | 
named public relations counsel for 
the Fred Harvey System. 


General Mills 
PR Film Promotes 
Nutrition Program 


MINNEAPOLIS — A new General 
Mills color sound film, produced 
in cooperation with the University 
of Georgia, aims at promoting 
good eating habits among school 
children. 

The 20-minute, 


to Eat,” was filmed in the cotton 
mill village of East Griffin, Ga. It 
records actual experience in a 


community-wide program for nu-| 


trition education. 

The film is being made avail- 
able on a free loan basis through 
General Mills’ educational section 
of its public relations department. 
It was produced by the Southern 
Educational Film Production 


| Service, Athens, Ga. 
16 mm. film,)| 
titled “The School That Learned | 


General Mills is 
make or sponsor six 


expected to 


s Mer 
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The one publicizing a 
program for correcting faulty diets 
-is considered one of the company’s 
major public relations efforts of 
this year. 


this year. 


Rosen Forms Subsidiary 


| Raymond Rosen & Co., Phila- 
| delphia, has formed a new wholly- 
|owned subsidiary to be known as 
‘Raymond Rosen Engineering 
| Products, Inc. It will handle all 


|of the business formerly handled 
or more films| by the engineering products di- 


vision of Raymond Rosen & Co. 
Officers of the new company are: 


|Raymond Rosen, president; Louis 
'P. Clark, previously general man- 


ager of the former engineering 
products division, vice - president 


and general manager; Thomas F. 
| Joyce, secretary, and Joseph Wur- 
| zel, treasurer. 


Yardley Boosts Enright 


Edward J. Enright has been ap- 
pointed Canadian sales supervisor 
for Yardley of London, Canada 
Ltd., Toronto. He has been with 
the company since 1930 as sales- 
man in the Ontario territory. 


_PUBLICAT 


devoted expressly to management interests 
and all physical property aspects (architec- 
tural-equipment-maintenance) of ALL LEAD- 
ING BRANCHES OF THE AMUSEMENT FIELD! 


4 @ EDITIONS @ 4 


% STAGE AND SCREEN edition 
Covers 25,191 motion pictures (including 
drive-in and newsreel), vaudeville, legiti- 
mate, and repertoire theatres; theatre cir- 
cuit general managers, and college audi- 
toriums (dramatic arts department), radio 
and television studios, variety clubs. 


%e SPORTS AND PASTIMES edition 
Covers 8,483 sports arenas, hockey rinks 
college athletic departments (stadia an 
field houses), baseball parks, ice and 
roller rinks, municipal swimming pools, 
golf and country club presidents, boat 
and yacht clubs (commodores), and ath- 
letic clubs (athletic directors). 


% DINE AND DANCE edition 
Covers 4,503 hotel cabarets and supper 
clubs, better night clubs, dancing acade- 
mies, public ballrooms. 


% BOWLING AND BILLIARDS edition 
Covers 12,929 bowling alleys and billiard 
rooms, separately and in combination. 

MULTIPLE ENTERPRISE section 
Covers entire group of 51,106 
Also for the first time a publication that 
permits the material and equipment ad- 
vertiser to reach ALL buying segments of 
the amusement industries—or by branch, as 


desired. 

To cultivate and intensify interest and desire on 
the part of ownership and management for mod- 
ernization, stricter maintenance and more efficient 
management of properties 

You'll get double sales action when you put your 
advertising dollars to work in these ‘‘show win- 
dow’ markets. You'll not only sell the fabulous 
amusement industry but in so doing will introduce 
your products to the millions when they are in 
their most receptive, impressionable mood. Follow 
the “‘crowd’’ markets. Invest your advertising dol 
lars where money is being spent when the 
band is eff the baler. 


FIRST ISSUE TO BE 
DISTRIBUTED IN SEPTEMBER 


Write NOW for rate card and copy of 
Preview Edition 


PUBLISHED BY 


HARRISON TOLER COMPANY, INC. 


225 WN. Michigan Ave. 16 W. 36th St. 
Chicago |, II. New York 18, N. Y. 
Tel.: FiNancial 0639 Tel.: LOnmgacre 4-3359 
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Skeptic Makes a Bet that “meticulous care” in copy- 
writing is essential to prevent 


To the Editor: On the off chance | “backfiring.” Mr. Kreer’s letter 


that you didn’t notice it yet... I'd} brought a prompt response from 


like to bet you a well - thumbed) : 
ahs |Stanley Kramer of Hirshon-Gar- 
copy of AA that the printing press field, Inc., New York, Burlington 


oon on "sae ogee ee agency, citing chapter and 
couldn’t successfully make one | VETSE to verify the Burlington 


eighth turn of the fly wheel. 


Roy A. Hunter, | Mr. Kreer responded, both sending 


carbons of their letters to AA. 


Stevenson & Scott, Adver- ‘They ere too long to print ver- 
|batim, but the gist of them is 


tising, Vancouver, B. C. 
'given here.] 


y v_Y 
Whitney Gin Story __ Mr. Kramer to Mr. Kreer: We 


Is Proved Factual are flattered that our May 17 ad- 
[Editor’s Note: In a letter ap-|vertisement in Time for Burling- 
pearing in the June 14 issue, Bow- ton Mills was the object of your 
man Kreer, of J. Walter Thomp-|critical censure. It’s not often 
son Company, Chicago, criticized | that we have the pleasure of dis- 
a Burlington Mills ad for its|cussing matters of research. 
presentation of the stealing of Eli| In regard to your second para- 
Whitney’s cotton gin, 


|version of the Whitney episode. | 


claiming graph, “Unless I am getting too) 


This department is a reader’s forum. Letters are welcome. 


old to remember clearly what I 
learned in grammar school, etc.”, 
we do not believe for one instant 
that you are “too old to remember 
clearly”; we believe rather that 
you were grossly misinformed 
when you went to grammar 
school. 

The facts in the disputed adver- 
tisement were obtained from the 
New York Public Library, gener- 
ally conceded to be a reliable 
source of research. [They were 
taken primarily from] “American 
Inventors,” by C. J. Hylander. . 


graphs of quotes from “American 


Inventors’”] does not carry suffi-| 


cient conviction that the facts in 


our advertisement were essenti-| 


ally as stated, we recommend you 
further to a novelized biography 
of Eli Whitney, entitled, “Whit- 


~ Both Hands 


el 


Big St. Louis QQ) 


a | 
. | 


Whether you want to capture or to maintain your position 
in America’s 9th biggest market, it pays to keep two hands 
at the job. That market is the compact St. Louis retail trad- 
ing zone where over 475,000 families live. In this zone 
are concentrated more than four-fifths of the 176,000 


have a combination of rich market and intensive coverage 
teaming up to give low-cost impact that really sells mer- 
chandise in St. Louis. For best results, it pays to use both 


hands in big St. Louis. 


that means 


IN 1947 THE STAR-TIMES CARRIED 34.8% OF TOTAL DAILY DISPLAY ADVERTISING IN ST 
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St. Louis Star-Times evening reading families. Here you 
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THE ST. LOUIS STAR-TIMES 


Represented Nationally By The George A. McDevitt Co 


Lous 


| tling Boy,” by Rodger Burlingame, 
/published by Harcourt, Brace & 
Co. in New York. Here again you 
will find our version of the facts 
concerning the theft of the “gin” 
further substantiated. 

As the account executive on the 
Burlington Mills account, and as 
one who works closely with our 
|copy chief and copywriters, I was 
greatly hurt by your violent ac- 
cusations ... 

I would consider it evidence of 
good sportsmanship on your part 
if you would write your retraction 
|with all the heat and fervor of 
your accusation. 


Mr. Kreer to Mr. Kramer: I 
|can’t say I was overwhelmed with 
l|amazement to open your letter 


.| this morning, or to read the reams 
If the foregoing [seven para-| 


|of documentary proof you sent. It 
certainly shows that there is noth- 
|ing lacking with your copy chief, 
your copywriters or yourself, as 
far as research goes. Of course I 
expected something of the kind, 
since I admittedly indulged in no 
historical digging myself. If you 
'eare to consider this a “sports- 
manlike retraction,” go ahead. 
However, in rebuttal, I must 
point out that I still feel the same 
way about the interpretation of 
| your ad. I was using it to cover 
|a point which I have noted with 
| increasing regularity in the work 
of our own young copywriters, 
‘and those of other agencies. I 
suppose it is a result of the rush- 
| ing tempo of business and indus- 


| 
| 
| 
| 


| try in general, and the increasing |. 
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|competitive situation in copy 
_work. But it is a regrettable thing 
to those of us who try to look ai 
copywriting from all its man) 
angles, creative, business - wise, 
| and fact. 

| Undoubtedly, to return to your 
|“Eli Whitney” heading, there is 
/ample material in the New York 
| Library to justify its use and the 
| interpretation into the Burlington 
|eopy. On the other hand, I am 
| sure you will find, as I have, that 
a quick interview survey in a dis- 
interested office will show that a 
large percentage of those who 
ever heard of Whitney think the 
reason his gin was stolen was for 
the reasons I expounded, rather 
than avarice. My own check-sys- 
tem, which I admit is hardly a 
true research job, was simply to 
ask a number of people the rhe- 
torical question: “Why was Eli 
Whitney’s cotton gin stolen from 
the barn?” About half the folks 
I asked didn’t know it had ever 
been stolen. All the rest in es- 
sence said the same thing. That 
it was taken by disturbed cotton 
growers who felt that it would up- 
set their economy and disturb the 
slave-labor setup. Not one indi- 
cated that it was stolen by those 
who wished to copy it. 

Now JWT may simply have a 
bunch of uneducated people on its 
payroll. But I think that there 
must be at least a good sized per- 
centage of the public who would 
|also feel that an error in historical 
fact had been made. My point is 
. why take the chance? I grant 


your CORONET bonus 


of % million circulation 


(2,000,000 qraremtend 3,500,009 delivered) 


ett 


€ 
from only $1.75 


(already the lowest rate 
in multi-million magazine history) 


to an utterly amazing $1.39 
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you that few of your readers) 
that copy 
with such a critical eye as I did. 
And probably your copywriter, as 


would ever examine 


well as yourself, never thought 


for a moment that there could be 


any doubt about it. It is regret- 
table that I caused you all that 
mental anquish. Next time you 
are in Chicago look me up and I'll 


hatchet . . . and not in my head! 


A 


Ultimatum Is Issued 
to Agency Copywriters 

To the Editor: Uther day wun 
uv them big city wut they calls 
space salesmen dropped by an 
wen he meanders off he fergits an 
leves on the couch wich we has 
in the vestibule a copy uv sum 
new fangled magazene wich is 
called ADVERTIZING AGE June 14, 
1948. On page 58 we seen thet 


understanding of two 
points: (1) what 
“peak-load hours,” and 
fact that electricity 


be stored up for future use. 


H. B. Munsell, 
frankly what 


president, 
|expect should 
| worst.” 

J. M. STAFFORD JR., 
Director, Advertising and 
Publicity Department, Kansas 
City Power & Light Company, 
Kansas City, Mo. 


. - Fe. 


| Utility Gives Public 


Labor-Management Story Apverrtisinc Ace and also the col-| 


| To the Editor: Enclosed is a 
|proof of an advertisement which 


| this company published in. the 


was designed to obtain a public! 
important 
is meant by 
(2) the 
is produced 
only “on call” and that it cannot 
The 
full-page advertisement signed by 
states | 
is the company’s 
buy you a drink to help bury the position and what customers may 
“worse come to| 


He 


‘ Nova Scotia he came, a thousand 
sed eoay eal, © work in a New York shupy ard 
for $2.90 a week 
Then Donald McKay was happy 4 last, for he was 
learning how to build ships. 


Donald McKay bu ships as other men write poems, of 
paint pictures. It was his way of 


compose music, or P 

opening himself. He could put a strangely moving 
message into the taper of a bowsprit. He could say 
something thrilling with the rake of a long pine mast. 


for shups which hus 
So Donald McKay soon grew famous 
countrymen recognized as 5) mbols of thew own soaring 


American spirit. 
| 


Nominates Hancock Ad 


To the Editor: I thoroughly en- 
joy The Creative Man’s column in 


lection of his columns which you 
-have reprinted in booklet form. 


| I noticed that he already has 


Bowman Kreer is a heap put out! daily press of New York City on | tipped his hat to John Hancock, 


bout some critter wut stold Eli 
Whitneys cotton gin. We shure 
hopes pore ole Eli gits it back cuz 
thet was a mightly uneighborly 
thing ta do. An we dont blame 
Bow a mite fer bean consarned. 
But wut we is powerful intrusted 
in is mebbe do yu no wether thet 
Eli feller has tha benifit uv ad- 
vertizing council? We figgers thet 
any buddy wich kin make gin 
outten cotton shoodnt be hidin his 
haid under a bushl baskit. Con- 
trarywize, he shood be telling tha 
hole wide world bout it an we 
thinks we kin do it fer him with 
a 3-liner in tha clasified sekshun 
uv the Anamosa Yawn wich ex- 
ceps likker advertizing an cums 
out most evry Tewsday. If yu has 
Eli Whitneys adress we wood sar- 
tinly be obliged ta yu fer sendin 
it ta us so we cood contack him 
an make a preesentayshun. 
Seriously, we think it was a swell 
article and that Bowman Kreer 
had a darn good point. In fact, 
we've sent copies to all the copy 
chiefs and group heads in our 
branch offices, along with instruc- 
tions to “‘“memorize immediately or 
we'll farm you out to JWT for 
further seasoning.” 
W. D. Lyon, 
R. B. CRESWELL, 
H. M. Paut, 
W. D. Lyon Company, Adver- 
tising, Cedar Rapids, Ia. 


Utility’s Cartoon Ads 
Explain ‘Peak’ Periods 


To the Editor: As of possible 
interest, I am enclosing proofs 


from a series of newspaper ad-| 


vertisements being published cur- 
rently by Kansas City Power & 
Light Company. 

Faced with possible 
service restrictions this summer 
during peak-load hours of the day 


"Miss Whipple, Let's Serve all the Customers at the Same Time!* 


Mies Whipple jet can't de el We alt Before the War, we hept senpie reserve 
pemereung capsciry eveslable io seucape 
eee of cammuen) growth sed (ipanseem 
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Kansas 
POWER & LIGHT COMPANY 


by reason of insufficient generat- 
ing capacity with which to meet 
such peaks, the management of 
the company decided to tell the 
public exactly what might be the 
‘ituation under certain circum- 
tances. 
The 


cartoon-illustrated series 


June 25. 

Consolidated Edison feels that 
the labor - management harmony 
| in its internal affairs is a subject 


~The public 
came first 


ANOTHER REPORT On 


COLLECTIVE BARGAINING AT COM EDISON 


@euceosrzoarved sousog 


eeuraert ef cee Tene. tae. 


|which should interest the public 
| because of the public utility char- 
‘acteristics of its business. This 
| advertisement, one of a series on 
|Consolidated Edison labor - man- 
|agement relations, was designed to 
|show the beneficial result of the 
arbitration methods followed by 
|the management of the company 
and the union representing its 
employes. 
WILLIAM T. Brapy, 

Editorial Department, Con- 

solidated Edison Company of 

New York, New York. 


vvwy 
Cheers for Vanquished 
To the Editor: Noting your 


| Sales Pass Gimbel’s” I was sur- 


. |prised that you didn’t point out. 
electric while “It’s smart to be thrifty,” | 


|it’s even smarter to be Macy’s. 
| Alas, poor Gimbel’s! Seeing their 
|sales for the 12 months ending 
| Jan. 31, 1948, were only $301,246,- 
|089, net—topped by Macy’s net 
sales of merely $304,952,090 — is 
enough to move me to verse: 


From girdles to prams to thimbles, 
From yachts to sables to lamps, 
Says here “Macy’s Sales Pass 
| Gimbel’s,” 

Making Macy’s last year’s champs. 


|Rejoice with Macy’s as you must, 
|'Hark to the victor’s cymbals! 


|But ’round the corner then, we 

| trust, 

You’ll come and weep” with 
Gimbel’s. 


|For ’tis a noble deed to cheer 

|The vanquished and forgotten! 

|Great Gimbel’s, trailing in the 
rear, 

Should turn stone hearts to cotton. 


Of course there’s some consola- 
tion in the fact that “both figures 
represent new highs.” 

RoBerT G. TANNEHILL, 

The Potts-Turnbull Company, 

Kansas City, Mo. 


| but I’d like to nominate this com- 
pany’s ad, “He wrote an anthem 
in oak and pine,’ as the most 


wrote an anthem in oak and pine 


Thinks He’d Agree 

To the Editor: Sure would like 
to hear what The Creative Man 
has to say about the Dolly Madi- 
son cakes current ad (outdoor and 
car cards). Believe I would par- 
ticularly enjoy his criticism be- 
cause I would no doubt agree 
We share this faith. And we, too, say it often in | with him. Whadayasay? 
wordless ways: It isin the homes we build, in che plate | Sam O'CONNELL, 


From his yards came the great clippers- bigger. swifter, 

ny sasling vessels had ever been before 
Wesrward He Sovereign of the Seas 

even their names were music, 


loveher than a 
Flying Cloud 

the Great Republu 
hike the names of poems. 


And cach one was an immortal message of faith in the 


promise of Amencan hfe 


we have for our families, and im the hfe 


insurance we buy 
Copy Department, Grant Ad- 


to protect those plans. These are our a ships, 
) ver the seas ie. ie ; 
bearing cargo 5 of hope over © wartiien ate remy 


MUTUAL LIFE INSURANCE COMPANT ; 
BOSTON, MASSACHUSETTS | 
wee ENGLAND'S LARGEST pimanciak imsrirerios - 


| remember 
r Business / 
moving ad I’ve read all this year. | 
The thing has an epic quality, | Associates’ ey) 


makes you feel more proud to be. 
an American, and makes you re-| 
member well and favorably the | 
John Hancock Insurance Company. | 

And it makes me wish I’d writ- | 
ten it. 


CLEMENT B. HAINEs, 
Lamport, Fox, Prell & Dolk, | 
Inc., South Bend, Ind. 


Stability 


headline (AA, June 21): “Macy’s | 


Shee nol 20 Gooey te Michigan! 


Sure, dairying is big business in Michigan—but 


so are a lot of other things. 


Michigan farmers aren’t tied to the ups and 
downs of any one product . . . they have a money 


crop all year round. Result: 
rarely found in other “upper th 


Many nearby market centers are another aid to 
stability. Michigan’s farmers are only minutes 
from markets. They spend less money in selling, 


Golden Crescent Stability... 


No farm area of equal size and wealth can match the stability of The 
Golden Crescent. It has greater age, a greater variety of products. The 


nearness of farms and towns not only 


inspires a higher standard of farm living. Served by MICHIGAN 
OHIO FARMER, 
FARMER, The Golden Crescent safeguards your profits through the 


FARMER, THE 


ups and downs of the farm market. F 
E1013 Rockwell Ave., Cleveland 14, Oh 


MICHIGAN FARMER, East Lansing . 


save more money for buying! 

And don’t forget age—Michigan is one of the 
oldest farm markets. Indeed, MICHIGAN 
FARMER has been carrying its message of bet- 
ter farming and better farm living for more than 
a hundred years! 

This old favorite is still the favorite of Mich- 
igan’s farm families—four out of five read every 


issue. MICHIGAN FARMER 


a STABILITY 


ird”’ farm states. 


your best profit hedge in the farm market 


reduces marketing costs, but 
and PENNSYLVANIA 


or further information write 
io. 


THE OHIO FARMER, Cleveland ° 
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L.A. Tries ‘Most 
Populous’ County 
Crown on for Size 


Expects to Surpass 
Cook County Within 
Next Four Years 


Los ANGELES—By 1950, or) 


shortly thereafter, Los Angeles| which is co-extensive with the| porated county area; it presents a 


County expects to become the} 
single most populous county in the 
United States, with a population 


, estimated by the Times at $4,200,- 
000,000. In 1939, the county did| 
|3.1% of the nation’s total retail 
sales; by 1945 the county’s share | 
increased to 3.4% ($3,244,907,000). | 
\If the present trend persists, a 
minimum of 3.9% of the nation’s 
total is predicted for 1950. This 
last figure is believed conserva- 
tive; the projected $5,243,770,000 
volume of retail sales in 1950) 
could represent 4.5% of the na- 
tion’s total, say the Angelinos. 

Los Angeles County is unique, 
in many ways, and principally in | 
its geographical extent. For ex-| 


ample, San Francisco County, 


city of San Francisco, is a well 
defined, compact area containing 
49 square miles bounded on three 


by a mountain range. 
On the other hand, 

mately 56% of the land area of| 

Los Angeles County is either 


desert (11%) or mountains 
(45%). Greatest difficulty in de- 
fining the market is experienced 
in the southern portion of the 
county which includes Los An-| 
geles City and covers 1,500 square | 
miles of the county’s total of 4,080 
square miles. 


A Geographic Hodgepodge 


This area contains: 44 separate 
incorporated cities plus about an 
equal amount of land in unincor- 


wide diversification economically, 


agriculturally, commercially, and 
residentially. The corporate city 


| 
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with the city economic market.| city of Los Angeles. 


approxi-| More corporate territory lies out- 


As a result, the Times popula- 


side the economic city area than tion analysis has been built on 


within it. 
communities are within the eco- 
nomic city market area. 
these circumstances it is ex- 
tremely difficult to arrive at a co- 


Many other cities and | census tracts without reference to 


political boundaries. The census 


Under | tracts are then grouped into 105 


Census of Business, or 16 major 
economic, areas. Using a combina- 


herent market picture in terms of/| tion of the census tracts and the 


political boundaries. 

A good example is the fact that 
the mountain - bordered interior 
rural farm and non-farm Valley 
of San Fernando is completely 
contained in the corporate limits 
of the city of Los Angeles; 79 
miles south is the Los Angeles 
Harbor, made up of the former 
cities of San Pedro and Wilming- 
ton, a typical commercial sea 
coast community, also contained 


greater than that of Cook County | sides by water, and on the fourth|of Los Angeles is not identified| within the corporate limits of the 


(Chicago), which now holds the) 
honors, and second in population) 
concentration only to the five | 
boroughs of New York. 


The fabulous story of the growth | 


of population, industry and retail 
sales of Los Angeles County 
documented in a three-year study 


conducted by the Los Angeles 


Times, on which it is said to have 


invested almost $400,000. Distilled | 


out of its detailed studies is a 


four-volume market analysis,| 


titled “The County of Los An- 
geles,” which won an American 
Marketing Association award as 
a contribution to the science of 
market analysis, and which has 
won surprised comments from ad- 
vertisers and agencies in the East 
to whom it has recently been 
shown. 


Population estimates are based 


on the projection of the growth 
trend between 1930 and 1946 
which indicates that if the trend 
persists, by 1950 or soon there- 
after, 
contain 4,435,904 persons or ap- 


proximately 3.1% of the total 

United States population. 
Big Share of Sales 

This would surpass Cook 


County’s present 4,225,700 popula- 


tion, which is considered rela- 
tively static. But allowing for a 
population growth in Cook 


County, a continuance of the Los 
Angeles County trend would put 
it ahead of Cook some time be- 
tween 1950 and 1952, according to 
the Times projections. 

Retail sales have followed the 
upward trend of population. Based | 
on an analysis of 1947 sales taxes | 


paid in the county, retail sales are! 


TRADE-MARK HOLDS LITERATURE 
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Full-form animated 
or static trademarks 
get attention quicher, 
hold if lonfer...4p_sell! 


Write for our new brochure of 
S-dimensional display ideas 


Old King Cole Displays 


CANTON. OHIO 


is 


Los Angeles County will | 


work of the Los Angeles County 
Regional Planning Commission, 
population forecasts are made on 
the basis of dwelling units and an 
estimate of average persons per 
unit. 


Much Data Available 


Verification of this method is 
believed to have been proved re- 
cently when a special census in 
Los Angeles found a difference of 
313 persons between the count of 
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the Bureau and the estimate of measure of the decentralization in | 


the Planning Commission. On this 


retail trade for each of 105 Census 


| 


American and National — 


Nets Sign TV Outlets 
Station WJAR-TV, now under 
construction in Providence, R. L., 
and expected to be on the air by} 
Sept. 15, has signed as an affiliate 
of National Broadcasting Com- 
pany, becoming the eighth in 
NBC’s East Coast network. 
WNAC-TV, Boston, which has 
been telecasting for several weeks, 
has entered an interim arrange- 


ment with American Broadcasting 


purchasing power expansions as 
“disturbing influences on fur sales 
‘during this period,” Mr. Giesen 
said that “in defiance of these 


Fur Promotion 
- S, so month-to- th 
R emadains Stable sta ph vo ee mone 


New Yorx—An analysis of 72,-| nine years showed as little varia- 
514,800 lines of fur coat newspa-|tion as 0.9%. The greatest varia- 
per advertising from 1939 through |tion occurred during August, 
1947 shows that seasonal month- | when fur newspaper linage fluc- 
to-month fur coat promotions dur- | tuated between 13.3% of the year’s 
ing the nine-year period remained total to 18.4% of the annual total.” 
stable, according to John Giesen, | 


Month-to-Month 


la- § sis it is believed an accurate|of Business areas for each of 14| 
- check can be kept on straight pop- major business classifications. 
os ylation head counts without the The Times ties in population 
105 need of a Los Angeles census /and sales growth with economic | 
i count. information based on a continuing | 
= The Times analysis is impor- home audit and other studies con- 
the tant for a number of reasons, forming to the market picture 
By principally due to the fact that| given by census tracts, census of 
™ the corporate structure setup does | business areas, or their combina- 
in not lend itself to even the sim- | tion. Fundamental objective is to 
an (g plest economic division of the give a clear picture of the market 
. —market. ta it expands or contracts. 
am Exclusively available for the 
Los Angeles County market is a) s 4 
Census of Business Analysis, Appoints Ellis Agency 
™ which is the brain child of Wil- 
re- iam K. Bowden, research man~| the ‘advertising of Bell Mat Re-|made its debut on July 4, broad- 
, - rection this analysis has been com- | reconditioner of gymnasium mats | new 
of pleted. This permits the accurate for high schools and colleges. 


Company. ABC’s AM affiliate in 
Boston, WCOP, has an application 
Papen a: wigan ete, pending for a television station. 


Ellis Advertising Company, Buf- WXRT Goes on the Air 
falo, has been named to handle WXRT, Chicago FM. station, 


| Sheraton Hotel. 


ager of the Times, under whose di- | conditioning Company, Buffalo,| casting at 101.9 megacycles. The Stadt, Inc., New York. 
station is located in the| Listing soaring prices, 


advertising conducted 


es sg. i 
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anh 


They don’t talk about it much in St. 
Joseph, Mo. It’s still too embarrassing! 


When a $10,000 reward was posted 
for the capture of Jesse James, one of 
the town’s “leading citizens’”’ was depu- 
tized to lead the manhunt. And each 
member of his posse was handed a cir- 
cular that gave a complete verbal de- 
scription of the notorious frontier 
bandit. 


But this posse never brought their 
quarry to justice. They might have, 
though, if the words on the circular had 
been able to spark their imagination. 
For they described the man who led 
them—-Jesse James! 


Today’s police are armed with some- 
thing more potent than words in cap- 
turing criminals. They have pictures. 


And you'll need no searching party 
to find a parallel in publishing, for pic- 
tures have a way of capturing readers, 
too. 


For instance, (and now we'll give you 
both barrels!) did you realize that 


nat Who 
it Yor himgett 


Parade, the syndicated Sunday picture 
magazine, has about the greatest read- 
ership of anything in print? Its editorial 
features consistently show up in the 
high 80’s or 90’s in Starch reports. 


And what a traffic-builder this can 
be for your ads! 


We checked Starch reports for all 114 
identical ads that ran in Parade and 
the other syndicated Sunday magazines 
during 1947. Parade ranked first in 
readers per dollar in 106 of the 114. 


If you’d like to get more facts, just 
say the word and we'll be glad to tell 
you more about Parade picture power. 
Don’t worry, we'll let you sell yourself. 


You ought to be in pictures... in 


dined the 


director of the retail division of Rud e Adds Edlund 
‘the Bureau of Advertising, ANPA. | g 


Mr. Giesen based his analysis on | 
a measurement of retail fur coat) American Soap and Glycerine 


( the Producers, and organizer and sec- 
nine-year period by George Neu- retary-treasurer of the American 


Roscoe C. Edlund, for 21 years 
manager of the Association of 


|Fat Salvage Committee, has been 


excise | added to the board of directors of 
|taxes, war bond purchases and | Fred Rudge, Inc., New York, man- 


agement consultant and advertis- 
ing agency on employe and com- 
munity relationships. For the 
present, Mr. Edlund is giving some 
of his time to the Rudge organiza- 
tion as an executive. 


'Mithoff Opens Agency 

Warren T. Mithoff, formerly a 
partner in Mithoff & White, has 
formed his own advertising 
agency, Mithoff Advertising, in El 
Paso, Tex. Associated with him 
are Richard Mithoff and Barney 
Lewis, art director. Temporary 
offices of the new agency are lo- 
cated at 301 San Francisco St. 


FREE BOOKLET 
Shows you how — 


= PAVELLE 
@ COLOR PRINTS 


_ WillAdd Sparkling, _ 
era COLOR Sia cir 


~ Visual Material — 
of Every Kind © 


at a cost as low as 14¢ per 
print in quantities of 1000 


Se 2 


Industrial Service Division 
PAVELLE COLOR INCORPORATED 
$33-U. West S7th Street 
New York 19, N. ¥. 
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DMAA Announces 1948 


Direct Mail Contest 
Entry blanks for the 1948 “Best 
of Industry” contest now are 


available at the Direct Mail Ad- 
vertising Association headquar- 
ters, 17 E. 42nd St., New York. 
The 20th annual competition is 
open to all users of direct adver- 
tising, covering the period be- 
tween Sept. 1, 1947, and Aug. 31, 
1948. Winning portfolios will be 
displayed at the DMAA’s conven- 


tion in Philadelphia, Sept. 29- 
Oct. 1. 
Ellis G. Bishop, advertising 


manager, Royal Typewriter Com- 
pany, New York, heads the board 
of judges. 


St. Regis Boosts Hart 


H. V. Hart, formerly woodlands 
manager for St. Regis Paper Com- 
pany properties in Canada and 
New England, has been promoted 
to general manager of pulpwood 
operations of the printing pub- 
lication and converting paper di- 
vision, with headquarters in New 
York. 


Girls-Girls-Girls 
Take Spotlight 
in Calendar Art 


Sr. Paut—Girls—it will prob- 
ably surprise nobody to learn— 
are the favorite subject of cal- 
endar art with users of remem- 
brance advertising from Maine to 
California. 

Since the early 1900’s the vil- 
lage grocer, the small town banker 
and the big city industrialist have 
been ordering, more often than 
not, a calendar showing a shapely 
female form. 

According to Brown & Bigelow, 
which says it supplies 73% of the 
commercial calendars in this coun- 
try, the current trend is toward 
the natural looking, well-rounded, 
almost pudgy figure. At the be- 


Printing Plates from 
Color Films Direct 


While beautiful printing plates 
can be made from a color film 
direct, you never know ahead of 
time just how the final proof 
will look. 


A CHROMART Print made 
from your color film gives art 
director and client something 
definite, something concrete to 
display and okay . . . instead of 
a film transparency to peek 
through. 


After approval this CHROMART 
Print is your artcopy for fine 
platemaking and gives your en- 


graver flat copy he can match 
color-for-color, thus assuring 
finest possible reproduction. 


Also, you get these time- and 
money-saving advantages: A 
CHROMART can be made to 
exact size to fit artwork .. . air- 
brushed, retouched, lettered as 
desired . . . pasted into final art 
with but one set of plates for 
entire page. And plates from 
flat copy cost less than from a 
color film! 


CHROMART Prints are priced 
from $52 to $122. Write! 


Frank Miller Laboratories 


America’s oldest 


846 N. Fairfax, Hollywood 46 


colorprint service. 


wo zz» DY SOW 1 20 XO SO 1000-2000 SKO SOD MD 


“head ; 
be 

toe seam 
= 70 - 

s | 

o 60 |: t--t-+ 
5 | | || 
eo 530 - +-—+-+ 
s.| || 
| — 
} 
Dut + 
i= 

S ok. 

POPULATION IN THOUSANDS 


| New York is top U. S. city in dependence on public 
transit...and that means more repetition for subway 


ads. Of the city's adults... 


ARE SUBWAY RIDERS! 


9 ouT oF 10 


NEW YORK SUBWAYS ADV. CO., 630 FIFTH AVE., N.Y. 20 


to the elongated, sophisticated 
damsel. 


America’s likes and dislikes in 
calendar art, were amazed by a 
national survey which “proved 
conclusively” that hunting dogs 
and human interest subjects made 
the strongest appeal in that order. 
Girls, oddly enough, took a bad 
beating. 


Experience Disproves It 


However, sales experience— 
which B&B accepts as the last 
word—proves the opposite, Clair 
V. Fry, assistant director of the 
creation department, reports. 
“People who were interviewed 
seemed to want to impress the 
interviewer with the fact that 
their interests were on a higher 
and more rarefied plane than 
might actually be the case,” he 
said. 


parry will announce the selection 
of the nation’s “Calendar Girl,” 
whose dual role will be to call 
attention to the $120,000,000 re- 
membrance advertising industry, 
‘and to effect a publicity tie-in 
with Republic Picture’s movie of 
the same name. She also will sit 
for a 1949 calendar portrait by 
Gillette Elvgren. -Her hair style 
and dress—and those of her fel- 
low models for the new line—will 


minute, since -B&B, working as 
much as two years in advance, 
must avoid style extremes that 


endar gets into circulation. 

| Next best-sellers to girls in the 
‘Brown & Bigelow line, which in- 
‘cludes 50 basic categories, are 
sporting and hunting subjects, 
landscapes, and human _ interest 
pictures as best typified by Nor- 
man Rockwell’s four seasons. Mr. 
Rockwell, who has been painting 
for the firm for 20 years, is one 
of its highest paid artists. 


160,000 Customers 
In 1940 the company’s total vol- 


expects to gross $40,000,000—$17,- 
000,000 of it to come from 160,000 
calendar- customers. Meanwhile, 
B&B, working with 125 staff art- 
ists and 15 top-flight free lancers, 
has spent $1,000,000 preparing 
next year’s calendars. 

| The company’s customers in- 
|clude such big industrial names 
as General Tire, Sinclair Oil and 
| Allis-Chalmers, but the greater 
|;part of its sales volume comes 
| from small business organizations. 
The crossroads retailer is de- 
\lighted with a pricing system 
|which enables him to afford a 
|calendar carrying a $10,000 paint- 
ing. He can buy 100 copies of the 
highest priced paintings and dis- 
|tribute them to customers at a 
|cost ranging from less than 20 
|cents each to more than $1.50, de- 
| pending on the size and format 
}of the calendar. A larger firm, 
pondering 5,000, pays from less 
| than 10 cents to over 75 cents each 
for the same style. 


To Bass-Luckoff 

Bass-Luckoff of Hollywood has 
_ been appointed to handle the ad- 
| vertising of California Ring Prod- 
|ucts (Metro Creative Jewelers), 
|Los Angeles manufacturer of ring 
mountings. Plans call for the use 
of consumer magazines, trade pub- 


|lications, point-of-sale displays 
and other dealer helps. 
‘Baum, Paul Open Agency 


| C. L. Baum and A. L. Paul have 
|/opened a new advertising agency 
| at 448 South Hill St., Los Angeles, 
|under the name Paul & Baum Ad- 
'vertising. The agency will spe- 
cialize in merchandising and sales 
promotion. Mr. Baum was for- 
merly vice-president and partner 
of Short & Baum, Portland. 


Within a few weeks the com-| 


ume was $6,452,000. This year it} 


ginning of the century the popu- | 
{lar type was the heavy-waisted, | 
Rubenesque miss; she gave way | 
on the home calendar, in the ’30s, | 


| 
| 
| 


B&B executives, always on the | 
alert to find out more about! 


| 


| 


| 


| 


|be neither modish nor up-to-the- | 


may be passe by the time a cal-| 


Advertising Age, July 12, 1£48 


NOTICE THE DIFFERENCE?—Brown & Bigelow calendar girls, who have had a 

big influence on U. S. men this century, have certainly changed their hair 

styles since 1903 (top left), 1928 (top right) and 1930 (bottom left), judging 

by Gillette Elvgren's “Aiming to Please" painting (bottom right) for B&B cal- 
endars this year. 
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Marvel Gets Counsel 


Jean Thompson, M. D., school 
psychiatrist of the Child Guidance 
Bureau, Board of Education, New 
York City, has been appointed 
editorial consultant by the Marvel 
Comic Group, New York. 


Rovics Joins Best 

Bert Rovics has joined Frank 
Best & Co., New York, as an ac- 
count executive. 


McLatchy Named A.M. 


Harry J. McLatchy, 


pany, Clinton, Mass. 


Smith Moves Offices 


Howard R. Smith & Associates, 
public relations, has moved to new 
offices at 209 S. LaSalle St., Chi- 
| cago. 


You've got to be firm, men 


... When you tell your sparring partner you're going to play in the next 
ines ete Ont get eomemes eo Setenten, Duly 07, 
that's final. Eighteen sporty holes on the beautiful Nordic Hills course 
... Valuable prizes that even duffers can win... a delicious dinner 
with a bunch of guys you like a lot but see too seldom... and maybe 
a card game to round out the day—it’s much too good to miss. 
Phone Bill Kapche today at WHitehall 5355 and let him know what 
time your foursome wants to commence firing. 


LAURENCE, INC. 


for quality photoengravings 


547 SOUTH CLARK STREET + CHICAGO » WABASH 6284 


formerly 
sales manager of Armand’s, Inc., 
has been named advertising man- 
ager of Can Brodie Milling Com- 
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Book Clubs’ Use 
of ‘Free’ Hit 
in FIC Action 


WASHINGTON—A showdown fight 
over the use of the word “free” in 
advertising was in the making last 
week as the FTC finally opened its 
] ng-expected drive against Book- | 
of-the-Month Club, Literary Guild | 
of America and other leading book | 
clubs. 

Commission complaints contend 
that the terms “free,” “bonus 
pooks” and “book dividends” as 
used in book club promotions are 
false, misleading and deceptive 


club, and buy at least four books | 
a year in order to qualify. 

The complaints follow the poli- | 
cy on “free” laid down by the 
commission Jan. 30. 

At that time FTC sought to 
resolve confusion surrounding its 
policy by issuing a statement as- 
serting that it would proceed 
against “free” and similar words 
wherever applied to merchandise 
“that is not in truth and in fact a 
gift or gratuity, or is not given to 
the recipient thereof without re- 
quiring the purchase of other mer- 
chandise or requiring the per- 
formance of some service inuring 
directly or indirectly to the benefit 
of the advertiser.” 


Courts Criticized Ruling 


But the Jan. 30 policy state- 
ment lost weight when it was 
learned that it was supported only 
by commissioners Ewan Davis, 
Garland Ferguson and William 
Ayres.-Two commissioners—Low- 
ell Mason and Robert Freer—re- 
corded themselves as opposed. 

Shortly after the statement was 
issued, Better Business Bureaus 
and others questioned its legality. 
Commission efforts to ban the 
use of terms like “Red Cross,” “Al- 
pacuna” and “guarantee” have 
run into sharp criticism in the 
courts, and the commission has 
been told to seek less drastic ways 
of guarding against deception. 

The commission contends that 
books designated as “free,” “bonus 
books” or “book dividends” are 
not gifts or gratuities without cost 
to the recipient, but that the pur- 
chaser or prospective purchaser, 
before he is entitled to receive such 
books, must join the clubs and 
thereby obligate himself to pur- 
chase at least four books over the 
period of a year. 

“Fulfilment of this obligation 
inures directly to the benefit and 
profit of the respondents,” the 
complaints add. 

Book club complaints involve: 

Doubleday and Co., New York, 
and its subsidiary, Literary Guild 
of America, Garden City, L. I. 
The latter also operates under the 
names Book League of America, 
Doubleday One Dollar Book Club 
and Home Book Club. 

Cadillac Publishing Company, 
New York. 

Walter J. Black, Inc., trading as 
the Classics Club and Detective 
Book Club, New York. 

Book-of-the-Month Club, 
New York. 


Inc., 


‘Progressive Farmer’ 
Promotes Dugger 


Fowler Dugger, formerly vice- 
pvesident and advertising man- 
aster of Progressive Farmer, Birm- 
i gham, Ala., has been appointed 
Vv ce-president and general man-| 
aser. Named to succeed him is) 
Paul Huey, previously western ad- 
Vertising manager. 

Oscar M. Dugger of the Chicago | 
alvertising staff has been ap- 
pointed western advertising man- 
ager in Chicago. H. Earl Butcher, 
who continues as eastern adver- 
‘sing manager in New York, has 
Seen advanced to assistant ad- 
Vertising manager. y 


WAEB Joins ABC 

WAEB, a new station under 
construction in Allentown, Pa., 
will affiliate with ABC. Owned by 
the Valley Broadcasting Company, 
WAEB will operate full-time with 
500 watts daytime and 1,000 watts 
night. 


Names Ren Averill 


American Druggist has named 
Ren Averill Company, Los An- 
geles, as its Pacific Coast adver- 
tising representative. 


Starch Names Shaw 

Super - Starch, Inc., New York, 
has appointed Shaw Associates, | 
New York, to handle advertising 
for Super-Starch, a new liquid 
starch. Newspaper and radio pro- 
motion is planned. 


U.S. Rubber Names Lebo 


Edward Lebo has been ap- 
pointed assistant director of pub- 
lic relations of United States Rub- 
ber Company, New York. He 
joined the company in 1944. 


Holeproof Names Lacey 

Charles Lacey, formerly busi- 
ness manager of the United 
Church Observer, Toronto, has 
been appointed sales manager of 
the Holeproof Hosiery Company, 
London, Ont. 


Names Grevers, Croen 


William A. Grevers has been 
named vice-president and general 
manager of the Periodical Pub- 
lishers’ Service Bureau of Hearst 
Magazines, with headquarters in 


"29 
Sandusky, O. M. M. Croen has 


been appointed sales manager of 
the bureau. 


Gobbledygook! 


Don't curse the bureau- 
crats. Just read “fine 
print’ in today’s maga- 
zine ads. Send for har- 
rible examples. May find 
your campaign. 


Box 7087, Advertising Age 
100 E. Ohio St, Chicago I, tt, 
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Your advertising gets more readers per thousand 


circulation in POPULAR MECHANICS because our 


readers—having the P.M. Mind—read ads deliberately. 


ve That means ANYTHING from shoes to 
shampoo...razors to raincoats... ties to 


tires... watches, cars, radios, golf balls, pipe 


tobacco, cameras, shotguns, fishing rods, 


railway vacation trips —a list without end. 


More than ONE MILLION circulation 
. « more than 4!4 MILLION male rea‘e s 
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Don’t Slam Door: 
Fullerettes Start 
Selling Cosmetics 


Hartrorp— The Fuller Brush 
Company, which has perfected 
door-to-door selling to a high art, 
is recruiting a corps of ladies to 
peddle cosmetics and soap. 

Beginning in the Connecticut, 
Massachusetts and New York 
areas, the plan, which calls for a 
total of 4,000 saleswomen to be 
known as Fullerettes, will be ex- 
tended on a nationwide basis. The 
Fullerettes will sell the Debutante 
line of cosmetics, a Daggett & 
Ramsdell brand. 

Harold L. Hart, assistant gen- 
eral sales manager of the Fuller 
company, who has been assigned 
to direct the cosmetics project, 
said promotion, if any, for the op- 
eration has not been decided upon 
yet. 


$30,000,000 Volume 


The company’s reason for ex- 
tending its house-to-house sales 
efforts to include milady’s toilet- 
ries was explained by A. Howard 
Fuller, president and founder of 
the firm. 

“After the war,” he said, “we 
tried gradually to drop cosmetics, 
but found our dealers and their 
customers wanted them. The de- 
mand has increased so much that 
it is necessary to expand. We have 
made our arrangement with Dag- 
gett & Ramsdell because it has a 
reputation for quality going back 
to 1890.” 

The company’s current sales 
rate is $30,000,000 annually—$5,- | 
000,000 to industrial users, the rest 
to householders. 


KFI Appoints Harmon | 

Effective July 15, Tom Harmon of | 
football fame will be sports direc- 
tor for both broadcasting and tele- | 
vision activities of KFI, Los An-| 
geles. He will act as a producer- 
announcer on sports events and 
handle play-by-play reports and 
sports commentary. During 1947 
Harmon had given a weekly sports 
commentary on the Rexall Jimmie | 
Durante show. He also has done) 
a transcribed sports commentary, 
“Here Comes Harmon,” syndi- | 
cated throughout the country for | 
two years. 


It's 


bd 


in Savannah 


. « « and in the homes of 
over a million people, in 79 
counties, of the great 
Georgia-Carolina seaboard 
market. 


WSAV 


630KC - SOOO WATTS - FULL TIME 


arerwrate 


NAM Recognizes Video 


G. W. (Johnny) Johnstone, 
radio director of the National As- 
sociation of Manufacturers, New 
York, has been named director of 
the radio and television depart- 
ment. 


Forms Lettering Firm 


Harry H. Levine, formerly of 
Haire Publishing Company, has 
established a lettering, layout and 
illustration firm with offices at 
1151 Broadway, New York. 


Creates Training Section 


Frigidaire division of General 
Motors Corporation, Dayton, has 
created a product and sales train- 
ing section within the sales pro- 
motion department. C. S. Trigg, 
appliance product promotion man- 
ager, has been named manager of 
the new section. 


Rozier-Ryan to Smith 
Ralph Smith Advertising 

Agency, St. Louis, has been named 

to handle the advertising of 


Rozier-Ryan Company, St. Louis, 
distributor of construction and. in- 
dustrial equipment in Missouri 
and Illinois. Trade publications 
and direct mail will be used. 


To Reincke, Meyer 


Reincke, Meyer & Finn, Chicago, 
has been named to handle the ad- 
vertising of Anderson Company, 
Gary, Ind., manufacturer of vi- 
sion-control equipment for auto- 
mobiles, trucks, buses and air- 
planes. 


DuMont Names Rayel 

Jack Z. Rayel has been ap 
pointed assistant to James L. Cad 
digan, director of programmin 
for the DuMont television networ 
in New York. He will continu 
his duties as director of severa 
WABD shows. 


Names Honig-Cooper 

GG’s Corporation, Burbank 
Cal., has appointed the Los An 
geles office of Honig-Cooper t 
direct its advertising. 


EVERY McGRAW-HILL MAGAZINE IS A MEMBER OF—C 
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Stockholder Mail 
Brings 60% Pull 
for Sterling Drug 


New Yorx—Sterling Drug fig-| 


ures that one of the natural places 
to start selling your products is to 
your stockholders. 

Last week James Hill Jr., presi- 
dent of Sterling Drug, reported 
that almost 60% of Sterling stock- 
holders have taken advantage of 


|a free sample offer enclosed with 
| the June 1 dividend. 

| Stockholders were asked to mail 
'a return postcard if they wanted 
a package of Caroid dental 
|powder, a product of American 
Ferment Company, Sterling sub- 
sidiary. 

Of almost 29,000 stockholders, 
fully 17,000 have returned the 
card, and postcards are still com- 
ing in at the rate of 100 a day. 

Caroid powder was introduced 
in 1928, but American Ferment 


only recently began to promote | charge of advertising, merchan- 
the product nationally. It is mer-|dising and sales promotion for a_ 
chandised through dentists, rather /supermarket chain. AHF is a sub- | 
than direct to the public. |sidiary of American Home Prod- | 

| ucts Corporation. 


American Home Foods wREN-TV N a ae 
Adds F. J. Nabkey | Leslie N. Ford’ hes been a 


Frederick J. Nabkey, formerly | pointed director of news and spe- 
with Powell-Grant, Inc., Detroit, | cial events for WBEN and its tele- 
as a merchandising man and copy-| vision outlet, WBEN-TV, Boston. 
writer, has joined American Home| He formerly was news editor for 
Foods, New York, as assistant ad-|the station, and has been super- 
vertising manager. vising television newscasts since 

Mr. Nabkey was previously in| May. 


The word is PAID. It means high-calibre circulation. It stands for the best buy for 
those who want to reach the maximum number of live-wire readers in business and 
industry. Paid Circulation is your assurance of strong readership, and that’s the road 


to best returns on your advertising dollar. 


Sad SL 
PN has ee 


. 2 
rs 


ai" 


RS The reader pays to get a magazine because he’s interested. Because he’s interested, 
soieieee he reads. And when he reads, you’ve got him lined up for your sales story. The dis- 
satisfied reader, the reader who should never have got the magazine in the first place, 
the reader who changes his job, or retires, or dies —all these are automatically elimi- 
nated by non-renewal. You're not paying for “‘dead”’ circulation. Your advertising 
isn’t talking to itself. 


McGraw-Hill magazines are all PAID because we believe no other type of cir- 
~~ culation gives you the same advertising power. We believe that a magazine should 
bts. be known by the circulation it keeps. Every year, over a million readers pay more 
*'than 4 million dollars for their choice of McGraw-Hill magazines. It’s our full-time 
#JOb ro see: that this circulation is giving you your money’s worth of right readers. 


publications. 


. “Keeping pace with the trends of industry is a prime characteristic of “paid” business 


3 bet Since 1939, for example, the number of large manufacturing plants has increased nearly 
40%, as shown by the McGraw-Hill Census. The number of people at work in manufacturing 
has increased 50%,. In this same period, the circulations of ABC (paid) business magazines 
have increased* 46% —despite a 33% rise in the cost of subscriptions. 

Expanding manufacturing is paralleled by expanding activity in all fields of business 
—creating a constantly increasing number of new buying influences. PAID PUBLICA- 
TIONS reach these new buying influences as they are created, because readers reach for 
the publications. 


*Source: All ABC publications listed in January 1940 and 
1948 issues Business Paper Section, Standard Rate & Data. 


PUBLICATIONS 


30 West 42nd Street—New York 18, New York 


how thoroughly his 


want to cultivate. 


ASK YOUR McGRAW- J 
HILL MAN to show you f 


publication reaches the 
buying infivences you 


334 RPM 


transcription player 
WEIGHS 10 POUNDS 


IMMEDIATE 
DELIVERY 


PROVIDES 
PROFESSIONAL 
QUALITY FROM 
BOTH 33-1/3 AND 
78 RPM 
TRANSCRIPTIONS 
AND RECORDINGS 


HANDLES UP TO 
174" DISCS 


Timely and terrific . . . the new, 
lightweight Califone portable 
transcription players provide ad- 
vertisers, agencies, broadcasters 
and transcription studios with 
professional quality reproduction 
from both 3314 and 78 rpm tran- 
scriptions and records. Already 
in daily use in over 400 broad- 
cast stations, the amazingly light- 
weight Califone provides your 
executives and salesmen with 
plenty of portable sales power. 
Specially designed patented fea- 
tures enable the Califone to han- 
dle up to 17%” transeriptions 
with wow-free, slip-free and rum- 
ble-free efficiency. The excellent 
tone quality brings out the best 
in recorded music and _ voice. 
Now is the hour to add extra 
sales power. Get the facts on the 
amazing new Califone portable 
transcription player. 


MODEL 6-A MODEL 6-DC 
FOR AC FOR AC-DC 
LIST $54.94 LIST $74.95 


Professional Discount to Radio 
Stations, Advertising Agencies 
& Recording Studios Only 


Net $41.25 Net $56.22 
F.O.8. Factory 


ORDER YOURS TODAY OR 
WRITE FOR BULLETIN 
NO. IIA 


CALIFONE 


cOR PORATION 
1041 NORTH SYCAMORE STREET 
HOLLYWQOD 38, CALIFORNIA 


it ee Pile We ergs yan i z pe a A - Ph : P ey een eer ee i 2% Dre A OTEE aye. ae os gee eae ee . a Bia el aS Wate. | PAL eer ta Cae "tok aie Rs cs i ee er 
jamais eS 3s ic Saidpalllll RSI ip 22)» ies a ie fe = Se eee E ee a Need. ee Se a wea cr aS ead  O Se iy, seleae aS Sioa cae Coe RA gchey om dali Saar: oe al Raed > = = ati ana eel ee i + 
ae i Bia ane ms PP galt. a 4 Pi aap | OE ss ad cad a i oe eee Ui ae ae 4 F . eee (ie sada = i a = Te eh igs dee ee Se ee aes ys sa 
=e 5 yi aN eal ; e ee ae te ee ee a pordle e cisias e eer ae oa tae ee re meer oe ee ae eRe ait hil St cae =a a . ji Fe ie Sea et ae ny ae ae ee gh a ae i oe a ale ae 
ao eee a ae a a a pia “ ag Cae es oe ne a Se er ee Sa ee 5 | SO ee” ei eee oe ty “ae 7 
23 7 ae Cae 
ee 31 nf 
aes 
1 are 
ip 
ad wee 
or = 
lu ‘ 
y Fo = 
+ 3 
= 
1k a 
An S 
t 
Ease 
| wekds 
i a 
a ae =r. 
P ae . . - Bra 
. ci oe cos as ite | : 
ie ae ee 4 
K Rane ° so : 
, oh , AD ioe Bit 
> Y } er Wi: ea Pon 2 
a ae eae: pt or Eis a4 ste 2 . Bom. es ; ie te oe 5. Ca a - , ‘ 
‘ : Ps . ’ tara as 3 “ ar ; 
; ae ’ 3 4 f eS oc: . Seer no et wil 
ns : a 4 + a a ener. eee ee a = aes a3 ‘ 
- 3 ; eo —- ba ae, ofa, “4 i. 
3 a P : = aa Pe ba s a 
Rhee! ; : <a ae 4 ii om wget : ; es 
vis i : ; locke ele — a oa “ Sa 
i ~ ‘ 3 * ; # } Ze i E “ee fas. ra i + : 
¥ ; : = . i a rte ee oe 2 ae ted } 
Pe < , . Teel Aa Oe B53. “eae thee. CRE TUE EDs en ae ae eae. : . H 
4 ee : : % ba ¢ P ide ‘ igs. ; by . e ie oak 
P M x 4 4) : 
: ‘ é ; Wid 3 as! 
: ie ws : 
: | 
3 ” ‘ Be" es a a 
hg 2 
-* 
ce, 
4 5 
v&' 
ee 
“amy re 
A . 
! eget a 
iy ae » < 
a , : 
| - i 
| “ 
) | | 
; ~ 
5 
| e: 
} te) 
| th 
| ok 
| cA 
| ine 
oy 
Pr, tbo ba) 
«t a? ah o 
_ fea 
- > ‘ 
‘ og Mgiey 
ae Bef ; 
| ec iuas : 
: S cs ee } : 
= ee aa 
~ ie 
a | 
= Sr 7% bees : teats, ye | 
a ; “+ 24 Raefity. |). } F 
of .* ™ ys Fel t Pek M ‘ | 4 
; cae ‘ 
ee . ie Sa ey. : i 
ae | 
f a ‘ se Be 
Pe aan 7 aba id 
4 -? ‘s F . «Le *3 >> | 7 
. d My ix! 
cs # f Y > refl 
i, . th : i *< | 
a ww y 
: he ML ; 
sit, og i hoe eG . a 
- 7 oy ae » 
Ti REG | 
: a ete ° RQ \ 
akon : 
7 LP - LN * ae = 
- 4 7 ~ . . +5 
ea a eet ely oe 
; a: ny Y Ri ye Mer f 
be ) a4 a ~ , ws 
wd , oi Rae Ci 
ha j a : 4 
y ? Le ‘dla . _ te 
> 4! San s 
a¥it* ‘ 
mee yy he : 
> a Ra ’ 
y eS A | = 
s . *) Vew 
: Sow : 
> * , . | : 
§ x \\ : 
} Ny iM 4\ } mE 
>. . be 
-_ F : 
. _ ; : 
# a : a 
a 3 . — “" 
am —_ = nan. 
; d ? ; j eis ; Yi ORO gE RO gene hd PO Sin OBEN, OR. kis Maen 3 : 
. 4 ’ By 
. ' NY we | 
wee . i . 
¥ ¥ 7 
: , : A 
‘ co 
] - : 
5 | 
wD “ ii 
\\ a 
I i po Ae ‘ oe Oy 
A ek Meet. tet 3 } 
— X ay | 
a | 
‘ | i 
} 
, | 
Ro te: a et Ae ome i Sipe = ; re ue Cer nr { ao “ae ca a A Be % ey ve Pe ty oe Sih i ses MPSA Re RAP ee les . his, rv ee aE iC Eg a -d BOS paeiahes oh oo: ve dp tiers petra na) Mt bp erates SN emg” Ne ge ae Macha ey eo ee ee ke RL teal 


Agency Council Elects 

John T. Foley, Olmsted & Foley, 
Minneapolis, has been elected 
president of the Northwest Coun- 
cil of Advertising Agencies. H. R. 
Wilson, Wilson Advertising, St. 
Paul, was elected vice-president; 
Eugene H. Gould, Foulke Agency, | 
Minneapolis, secretary, and Leon- | 
ard Kaercher, E. J. McGuire Ad- | 
vertising, St. Paul, treasurer. 


Conducts ‘Life’ Studies 

ADVERTISING AGE erred June 28 
in saying that Life’s Continuing 
Study of Magazine Audiences is | 
made by the Elmo Roper organ- 
ization. The current ninth study, | 
as well as the previous studies, | 
have been conducted by Crossley, | 
Inc. 
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FCC’s Miss Hennock Still 
Urknown Quantity to Industry 
WASHINGTON — Never underesti- 
mate the power of Frieda B. Hen- 
nock. Though strange to Wash- 
ington, FCC’s newest member is 
already respected here for obtain- 
ing confirmation from a_ hostile 
Senate, and without even reveal- 
ing her attitude toward radio. 
Supposedly she impressed the 
Senate interstate commerce com- 
mittee by frankly admitting her 
only radio contact had been fund 
raising for F.D.R. Since the Sen- 
ate does not act capriciously— 
even for a charming woman 
whose appearance belies her 43 
years—the real reason presumably 


By STANLEY E. COHEN, Washington Editor 


is in her remarkable personal 
achievements, including, among 
other things, the fact that she is 
the first woman member of the 
150-year old New York law firm 
of Chaote, Mitchell & Ely. 

Yet gender and successful ca- 
reer aside, broadcasters probably 
would have been grateful if the 
Senate committee had performed 
its responsibility more thoroughly 
and determined where the new 
commissioner stood on radio. 

Miss Hennock replaces Cliff 
Durr, who deciined reappointment. 
Durr was unpopular in the in- 
dustry and was often considered 
unsound and unrealistic in attack- 
ing “commercialism,” but his high 
concepts of public service un- 
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new and different service by River 


doubtedly exerted tremendous in- 
fluence on industry and FCC per- 
formance standards. 

” * * 


Agriculture Department distress 
signals last week reported retail 
food prices going up—and the 
farmer’s share of the food dollar 
down. During five months of this 
year the farmer’s share of the re- 
tail food dollar has fallen from 55 
cents in January to 50 cents in 
May—the lowest since December, 
1942. The farmer’s share of the 
retail meat dollar is 64 cents, the 
lowest since February, 1942. His 
share of the fresh fruit and vege- 
table dollar is down from 40 cents 
to 37 cents, the lowest since Sep- 
tember, 1942. 

* * * 


The National Association of 
Real Estate Boards claims that 
the market for “used” houses is 
stabilizing under the impact of 
new construction. Prices of “used” 
houses have held or gone down 
during the past year in most cities, 
NAREB says, and so has sales vol- 
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ume. Prices of new homes con- 
tinue upward with further in- 
creases anticipated, the survey in- 
dicates. 

* oe a 

Among the Truman appointees 
pushed aside by the Senate Re- 
publican leadership was Garland 
Ferguson, up for reappointment to 
FTC. A North Carolina Demo- 
crat, he had been appointed origi- 
nally by President Calvin Coo- 
lidge. Under the FTC’s basic au- 
thority he remains in office until 
a successor is named, approved 
and qualified. So the delay ap- 
parently does no violence to FTC 
procedure. 

a * * 

The ill-fated food conservation 
drive conducted under the leader- 
ship of Charles Luckman passed 
into limbo June 30 when the De- 
partment of Agriculture aban- 
doned its efforts to work out con- 
servation programs in the baking 
and alcoholic beverage industries. 
Agriculture Department has also 
closed its Office of Food and Feed 
Conservation, which was supposed 
to combat inflation in food prices 
through an educational program. 

* * * 

The tremor of terror which al- 
legedly ran through industry as a 
result of a “sleeper clause” in the 
draft bill enabling the military to 
requisition and ration steel has 
now subsided. The proposal was 
pushed by Rep. Walter Ploeser 
(R., Mo.), chairman of the House 
small business committee, who felt 
that it would assist small firms in 
filling defense orders. But the 
clause has now been publicly de- 
nounced by Sen. Kenneth Wherry 
(R., Neb.), chairman of the Sen- 
ate small business committee, and 
the prospect of compulsory steel 
|allocations has been deflated by 
President Truman in a_ special 
letter urging the Secretary of 
Commerce to continue the pres- 
ent system of voluntary steel shar- 
ing programs. 

* ae * 

National offices of the co-ops 
sounded the alarm last week that 
legislation changing their present 
advantageous tax status may be 
seriously pushed in the next con- 
gressional sessions. Co-ops con- 
tend that the distributed rebates 
of co-ops should remain nontax- 
able. Others, through groups like 
the National Tax Equality As- 
sociation, say co-ops abuse their 
privileges, and distribute capital 
gains to their members as patron- 
age refunds. 

He as % 

Legislation and funds for a 
business census got through the 
recent Congress by the proverbia! 
“skin of their teeth,” but not so 
the proposal by Sen. Robert Taft 
(R., O.) for a decennial housing 
census, simultaneous with the 1950 
population census. Taft’s bill, 
passed by the. Senate and favor- 
ably reported by the House com- 
mittee, died on the calendar. Since 
a housing census for 1950 enjoys 
strong support, the Taft bill} or 
something resembling it, will un- 
doubtedly reappear in the new 
Congress. 


Reports $145 Return 
on Advertising Dollar 


The Connecticut Developmert 
Commission credits $4,500 of spac? 
in New York newspapers wit! 
bringing 10,000 vacationists, wh») 
spent $650,000, in Connecticut la:'! 
year. This is a return of $145 fc’ 
each advertising dollar. 

Albert Woodley Company, Ne’ 
York and New Haven, handles th: 
account. 


‘Heads WGN-TV Sales 


George W. Harvey, eastern sale 
manager of WGN, Inc., since 194! 
|/has been appointed sales manage 
of WGN-TV, Chicago, effectiv: 
July 17. Ben Berentson, who ha 
been with the WGN sales depart 
|ment since 1940, has been name 
eastern sales manager. 
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ADVERTISING AGE 
page by page every week...” 
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was ‘6 


eser go through Advertising Age page 


felt by page every week because of the 


wg complete coverage it gives mre of the : 
en- news, both of personalities and projects Comments 


tee! in the advertising field, and because I 
: oh eediiaias James W. Young 
of always find something in its regular 


ar features which stimulates my thinking.” senior consultant for 
J. Walter Thompson Company 


As the writer of “The Diary of an Ad Man” and also “A Technique for Pro- 
ducing Ideas,” James Webb Young is widely known in the advertising world, to 
students and old-timers alike. His first work in advertising was with the West- 
ern Methodist Book Concern in Cincinnati, where over a ten year period he 
was respectively, officeboy, magazine mailer, shipping clerk, stenographer, book 
salesman and advertising manager. The ability to sell books by mail led to suc- 
cessive jobs, doing more of the same, in New York for the Ronald Press Com- 
pany, and in Chicago for System Magazine. In 1912 he returned to Cincinnati, 
| 22a | sto: become a copywriter for the J. Walter 
James WwW. Youn a Thompson Company office there. This 

: q » association continued (with interim moves 
. me ase ~ to the company’s New York office and 
then Chicago) until his “retirement” as vice-president of the company, in 1928. 
His life in advertising has since been still more varied, including such activities 
as: professor of business history and advertising in the University of Chicago 
School of Business; publishing Sunset Magazine, as its one-time owner; chairman 
of the War Advertising Council; president of the Laboratory of Anthropology 
of Santa Fe, New Mexico; director of the Bureau of Foreign & Domestic Com- 
merce, Dept. of Commerce; member of the Business Advisory Council to the 
Secretary of Commerce. Meanwhile Mr. Young has continued to serve 
J. Walter Thompson Company at New York as Senior Consultant. 
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IN THE FIELD FOR THE STORE THE CONSUMER | | Richmond District.. 0 11 1 of Col 
: 4 | ; Nee & Washington ..... -—4) 14 5 of Jour 
= . : eee ode eye. ae eee hi ie ar Baltimore ....... 5 5 —-5 
ie Atlanta District ... 3 r32 12 
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i Wik fics u's. i fn 3 Harp 
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. € r z hn e s | e Ss fr 0 in é Nashville ....... ee a adverti: 
“ € Chicago District... 1 21 9 nationa 
* Chicago ......... —1 33 16 joined 
- Indianapolis ..... 1 27 0 tem, Cr 
eters Ses bs.0si0 1 13 12 tive, su 
Milwaukee ...... 5 28 8 has mo 
The manufacturer's salesmen—the distributor—the retailer—the sales clerk—and ultimately the consumer. We arm everyone with oe oe “¥ a o 
. ' the facts about product's superiority—and of those facts is dramaticall ted—to the entire sales front. Louisville ....... 1 31 9 
ee wed ¥ poodt a St. Louis ........ 1 66 18 Name 
a Memphis ........ 0 29 2 Carrc 
a Whether you manufacture cosmetics or autos—household appliances or bobby pins—there’s a best way to promote your product. ag tied ss ; . c named 
Whether you advertise nationally or in a small way—the sale of your product depends on coordination—dealer aids and sales training aa. Cs ° ° > ay 
: : : : ae ‘ Duluth-Superior . 13 * * 'erce 
and display material—dovetailed with your consumer advertising—to do the job across the board. —mauuiiie @aeetet ¢ as . 
DOVER cccwesese. 4 18 —3 
Take the job we did for the new American Kitchens waste disposer. We planned a step by step campaign of education from manu- Saar A ada eae " 
facturer to point-of-sale and consumer. No waste. No missing links. From dealer manuals and merchandising display units through St. Joseph ....... 0 2 —1 
sales training and right up to psychologically planned consumer literature, every step was coordinated to educate and to sell. eee eS ae | 
Dallas District 6 38 5 
Have you a better mouse trap? Say so! And prove it. The most effective, most economical way is at the point of purchase. Manu- avrg MEA fe coe : B “J 
facturers and advertising agencies, realizing this, have come to depend on us as specialists to handle that phase of their overall Houston ........ 18 69 34 
advertisin job San Antonio ..... 7 48 —3 
& \ San Francisco Dist. 5 17 rl 
Los Angeles Area—1 10 —5 
P > . P — 7 ‘ OemiInng § .cccsess 3 26 10 
We have offices in Detroit, Chicago and Los Angeles to serve you, with sales specialists who would welcome an opportunity to discuss San Francisco ... 3 25 5 
. ’ . ee PD “wanbue.s se 4 16 5 
your point-of-purchase problems—or those of your clients—at no obligation, of course. has, Ce. : 4 
a —1 21 PH 
r—Revised. OF0 
ed *Data not available. 
; | ceey | aces Gan RANKLI 
CARTER and GALANTIN | +" ermal Ons Ca 
. | \ (. : Critchfield & Co., Chicago, has 
been appointed to handle the ad- 
LOS ANGELES CHICAGO DETROIT _ | vertising of Gullman Wheel Com- f 
315 WEST NINTH STREET 195 Wett MeuROE STATET te meet sone _ |pany, Chicago, manufacturer of 


| power transmission equipment. 
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Rate 276 Weeklies 
in 3-State Report 


ratings of 276 weekly newspapers | Pa. 


report just released by Com- | 
rwunity Research Bureau, which | 


is making a state-by-state study | 


|.shers Council. 

The current findings, issued to} 
,ational advertisers, agencies and | 
interested publishers, rank these 
weeklies qualitatively as AAA, | 
AA, A, B and C—with about 20% | 
in each group. The report also) 
designates the top 10% of news-| 
papers in each state as AAA plus. 

The newspapers are rated by a 
four-point formula developed by 
the bureau, an independent news- 
paper research firm operated by 
Frank B. Hutchinson, former 
journalism professor and former 
manager of state press associa- 
tions in New York and New 
Jersey. 


Measures Local Volume 


Circulation is evaluated on the 
basis of ABC reports, sworn 
statements to the Post Office De-| 
partment and other sources. Ad-| 
vertising rates are weighed on a/| 
cost per inch per 1,000 families | 
reached. Reader interest is de-| 
termined by local news content. | 
The fourth factor measures the)! 
volume of local advertising linage 
carried. 

The council, a non-profit or- 
ganization of publishers of top- 
rated ABC-audited weeklies, has 
been engaged in evaluation studies 
for two years. The current release 
makes a total of 16 states covered 
by the reports. The council is 
headed by Bennett H. Fishler, 
publisher, among others, of the 
Herald-News of Ridgewood, N. J., 
which National Editorial Associa- 
tion recently adjudged the best 
suburban weekly newspaper in 
America. 

Rating techniques and formula 
applications are checked by a 
technical advisory committee com- 
posed of Eugene J. Cogan, of) 
Geyer, Newell & Ganger and 
president of Media Men’s Associa- | 
tion of New York; T. Norman 
Tveter, Erwin, Wasey & Co.; Prof. 
Roscoe B. Ellard, associate dean 
of Columbia University’s School 
of Journalism, and Mr. Fishler. 


Harper Joins Mutual 

John Harper, formerly in the 
advertising department of Inter- 
national Harvester Company, has 
joined Mutual Broadcasting Sys- 
tem, Chicago, as co-op representa- 
tive, succeeding Bob Willson, who 
has moved into network sales. 


Names Chouinard 

Carroll Chouinard has _ been 
named public relations director of | 
the Chicago Association of Com- | 
merce & Industry. 


oy 


Sylvania Shifts Browne 
Browne has been| Bert Bacharach, for 30 years a 
named merchandising supervisor | publisher, merchandiser and writer , E | 
for the radio division of Sylvania|in the men’s fashion field, has| ton, Durstine & Osborn, has joined 
Metucnen, N. J.—Comparative | Electric Products, Inc., Emporium, |been named men’s fashion editor | the creative staff of Ross Roy, Inc., 
He was formerly with the | of Collier’s. He succeeds the late Detroit. 
i. Delaware, Maryland and New company’s electronics division in| Henry L. Jackson, killed in a re- 
Jersey have been covered in a/| Boston. 


|Joins ‘Collier’s’ 


; York. 


Manney Joins Ross Roy 


Russell F. Manney, formerly an 
account executive of Batten, Bar- 


cent DC-6 crash in Pennsylvania. Breslin Transferred 
Appoints Lindsay Agency Miller-Gould Moves 


Clinton Nurseries, Clint’on, 


Frank Breslin, who for the past 
two years has been a sales account 
. Miller-Gould & Co., advertising| executive in the New York office 
of the 10,000 United States weekly | Conn, has placed its advertising| agency, has moved from 35 W.jof John E. Pearson Company, 
1ewspapers in cooperation with| with Lindsay Advertising Agency, 53rd St. to 277 Broadway, New|radio station representative, has 


American Weekly Newspaper Pub- | New Haven, Conn. been transferred to Chicago as 


midwest sales manager. He suc- 
ceeds William L. Wallace, who 
resigned to join Frederick Ziv 
Transcription Company. 


RALZ 


At 


$.S. SPECIAL FRISKET CEMENT 
$5.00 per gal. $1.58 per qt. 


Artex Artist Rubber Cement. 
$3.50 per gal. $1.25 per qt. 
PHONE CENTRAL 3373 


§.5. RUBBER CEMENT CO. 


314 N MICHIGAN AVE., CHICAGO 1, TLL. 


Its impossible ™ 


KFBK 


Sacramento (ABC) 
10,000 watts 1530 kc. 


without on-the-spot radio 


Two billion in buying power, plus more retail sales than San 
Francisco’s and Seattle’s combined . . . equals a market you 
can’t afford to miss. But don’t rely on outside radio to cover 
this part of California and Nevada. Mountain barriers virtually 
surround the Bonanza Beeline . . . turn away outside radio 
signals. 

That’s why the five BEELINE stations belong on your 
California schedule. With all five you blanket the whole 
Beeline . . . because these are the stations located right in 
the five major selling centers. 

Typical of such coverage is KERN, the Beeline station in 
Bakersfield. BMB audience reports for the city show KERN 
daytime 81%, at night 94%. Get the full Beeline story from 
Raymer. 


SACRAMENTO, CALIFORNIA @ 
KOH 


Reno (NBC) 
1000 watts 630 kc. 


KERN 


Bakersfield (CBS) 
1000 watts 1410 kc. 


15, Cn rey AT ae a eS As alee oe 
eer, Bramble hog fe toe te NS pet RE ie sr a eS 
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KWG 


Stockton (ABC) 


250 watts 


1230 ke. 


o'You cant cover California's Bonanza Beeline 


MCCLATCHY BROADCASTING COMPANY 


PAUL H. RAYMER CO., National Representative 


KMJ 


Fresno (NBC) 
5000 watts 580 ke. 
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‘Household’ Study | 
Shows Leading 
Toiletry Brands 


Topeka, Kan. — Colgate-Palm- 
olive-Peet Company’s Colgate 
toothpaste ranked (first, with 
double the popularity of Bristol- 
Myers Company’s. Ipana, which 
ranked second, for 1,006 Household 
subscribers who listed their pref- 
erences in a study conducted by 
‘Capper Publications here. 

Colgate led with 39.9% prefer- 
ence and was trailed by Ipana, 
19.4%, and Lever Brothers’ Pepso- 
dent,15.7%. Among 408 subscribers 
using tooth powder, 32.1% use R. L. 
Watkins Company’s Dr. Lyon’s, 
23.8% use Colgate and 18.6% use 
Pepsodent—the three most pop- 
ular brands. In the total group 
studied, 77.5% use toothpaste, as 
compared to 32.9% using tooth 
powder, 6.8% using liquid and 
3.5% using other dentifrices. 

The study shows brand pref- 
erences in 33 cosmetic and toiletry 
lines and, so Capper says, de- 
parts from the usual publication 
survey by showing the number of 
homes in which the product (not 
the brand) is used. A question- 
naire was mailed to every 400th 
name on the Household circula- 
tion list, with a 27.9% return. Tab- 
ulations were based on the first 
1,345 questionnaires returned. 


Lux, Palmolive Tie 


In shampoos, 77.1% use liquid 
forms, 20.1% use creams, and the 
remainder use cake soap and other 
kinds. Leading brand preferences 
in the predominant liquid group 
were Procter & Gamble Com- 
pany’s Drene, 24%; C-P-P’s Halo, 
16.4%, and W. F. Fitch Company’s 
brand, 11.4%. 

Leaders in soap for hands, fairly 
evenly distributed among the top 
nine, were Lever’s Lux = and 
C-P-P’s Palmolive, both with 
18.4%, and P&G’s Ivory, 16.2%. 
The same group led in soap for 
the face. Lever’s Lifebuoy led 
bath soaps with 20.3% as compared 
with Lux, 15.8%, and _ Ivory, 
15.4%. 

In the lipsticks, which surpris- 
ingly enough were used by only 
71.8%, leading brands were Rev- 
lon Products Corporation’s Revlon, 
12.2%; Sales Builders’ Max Fac- 


‘CREATIVE 
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PRESSURE-SENSITIVE 


POINT- OF - PURCHASE ADHESIVES 


Yeur point-of-purchase advertising 
represents a hig investment in time, 
talent and cold cash. Make sure that 
every piece gets up and is seen. Kleen- 
Stik enables you to create more effec- 
tive campaigns — to use full color in 
many store locations — counters, win- 
dows, walls, etc. A small spot on each 
corner or a thin strip down each side 
is all you need. Keeps your poster firmly 
in place—indoors and ovt—vntil re- 
moved. 


Get it up and Keep + i up ! 
Presto! Simply protective covering 
end press display in place. Any hard, 
smooth surface. No glue... no tacks 
- + « #0 messy stickers. 
Every space is a Kieen- 
Stik place! 

Availoble through any 
printer or lithographer 


KLEEN-STIK PRODUCTS, Inc. 


Chicago 16 


2611 S. Indiana Ave. 
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tor, 11.1%; George W. Luft Com-|Skol, 21.4%; Gaby, 20.5%; and) AMA Unit Elects NB 
pany’s Tangee, 10.1%. Other miscellaneous brands, 58.1%. The Michigan chapter of th: 
brands: Avon, 9.1%; Coty, 6.7%;| Hand lotion, used by 66.8%: American Marketing Associatic | Bas 
and Pond’s 5.5%. Jergens, 40.1%; Hinds, 9.6%; and has elected Richard W. Oude: - 
Cake make-up was used by | Trushay, 6.7%. sluys, president * 5 NEw 
22.5%, with Max Factor far in| Home permanent wave sets, Services, Inc., president. iliar 1 tiat it 
“aaa : T. Hunt, Detroit district manage ft 
front with 51.1%. Face powder, used by 21.9%: Toni, 56.6%; Por- of the U. & Denerteent of Com. rite fc 
used by 90.9%, was led by Coty, trait, 13.5%; and Charm-Kurl, meres, fine been named - ler - 1 etwor 
12.2%; Lady Esther, 11.6%; Avon, | 7.3%. / president. Louis M. Randall Jr, ¢ Tecti' 
10.8%; Woodbury, 8.6%; Max Fac-| Cleansing tissues, used by 72%: supervisor of marketing researc | Hou: 
tor, 8.4%; and Pond’s, 6.4%. Kleenex, 72.7%; Pond’s, 6%; those of Mearborn Motors Corporatior , tons, | 
with no preference, 5.4%; and and Erwin G. Bower, office man- § 2nd W 
Mum, Arrid Close \Lydia Grey, 5.1%. ager of the Kelvinator sales di- main $ 
| vision of Nash - Kelvinator Cor - have t 
Other leading brand preferences on eo poration, have been reelecte WNI 
stacked up as follows: Revco Names Overmyer | secretary and treasurer, respect- J | WM 
Perfume, used by 55.5% of} | tively. $1,000; 
a ee +9 . | J. Harold Overmyer has been to $400 
aay 4 7p eo ‘Can't sp % oy appointed sales manager in charge | to $2 
yates ade cttrery FR png 4 ‘of the chill chest division of Revco, | . 
Avon Products’ Avon, 6.4%. Liquid | tnc. Deerfield, Mich. K. C. Schultz | Nemethy Moves; Adds 2 $200 * 
cologne, used by 50.5%: Evening| has been named sales promotion ; ze of Nemethy Company has moved ings -* 
in Paris, 10.1%; Avon, 6.9%; and | manager. has been increased in this new one- | to larger offices in the Basso build - rd¢ 
Tweed, 4.8% pound paste wax it —— 7 S. C. | ing, 7338 Woodward Ave., Detroii. § effecti 
iguid nai i . Johnson & Son, Racine, Wis. The cap | Frederick M. Wilson, formerly di- will b 
Lid uid ne ees vee cute | Issues Plastic Data also has boon changed to match the | rector of sales promotion and pub- f saly, s 
68.5%: Revlon, 2%; utex, The plastics department of red, yellow and black of the three-color licity of Crowley, Milner & Co., pr noah 
BAD; end Coen Yu, 13.7%. American Cyanamid Company, | label. has been named a copywriter. be pr 
Underarm deodorants, used bY | New York, has issued a new Maurice Mortier, formerly pro- ony tk 
82.9%: Mum, 24.9%; Arrid, 22.9%; monthly booklet called “Plastics ‘of articles, made of ,Cyanamid’s | duction manager of Kyes & Speck- - a 
and Fresh, 7.9%. 'Salesfront.” The booklet contains | plastics, plus data covering plastics|man, has joined Nemethy in the ‘a 
Sun tan lotion, used by 9.8%:\a number of picture-descriptions | and their correct use. same capacity. provi 
= 
r a 
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Counting twice a day, there 
are about 671,590,000 teeth 
to clean every day in BH&G & < 
families. What a market for ; . Gi 
dentifrices, for tooth- >) et 
brushes, for mouth washes, 4 
for dental floss! What a 
market for everything that a“. / 4 
goes into a well-stocked fam- ‘£3. j : 
ily medicine cabinet! gor" > , 
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NBC Raises Video 
Base Rate $500 


New YorK—NBC has announced 10:30-11 p.m., Sunday througa 
tiat it will increase hourly base. Saturday) at $750 hourly, and all 
rite for its East Coast television | °ther time at $500 per hour. 


retwork of seven stations $500 The base rate for one-minute 
¢ fective Oct. 1 *}and 20-second announcements is 


Stele’ sates ot: @l toven sta- | Set at $175, counting studio film 


tons, excepting WBZ-TV, Boston, | facilities. 

and WTVR, Richmond, which re- pan : 

rain $200 and $100, respectively,| Romeyn Adds Duties 
Radcliffe L. Romeyn has been 


}ave been raised as follows: 
to| named vice-president and factory 


uty 


WNBT, New York, $750 
$1,000; WPTZ, Philadelphia, $300| export manager of the interna- 
to $400; WRGB, Schenectady, $150 | tional division of Philco Corpora- 
to $200; WBAL-TV, Baltimore, tion, Philadelphia. He will con- 
$200 to $250, and WNBW, Wash-| tinue to hold his former position 
ington, $200 to $250. of factory export manager oi the 

Orders accepted prior to the | COMPany. Lia 
effective date of the new rates) . 
will be protected through Dec. 31 Mendte Appointed 
only, said George H. Frey, director| The Delta File Works, Phila- 
of network sales. Advertisers wil]|@elphia, maker of hand files and 
be protected for six months on/|imdustrial rotary files, has ap- 


any future rate adjustments. ‘to handle its advertising. Direct 
The new rate card for WNBT | mail and trade publications will 


provides: $1,000 hourly gross time! be used. 


,rate for Class A time (6-10:30 
p.m., EDT); Class B time (5-6 
|p.m., Monday through Friday; 1-6 
p.m., Saturday and Sunday, and 


|pointed J. Robert Mendte, Inc.,| 


Fairchild Sponge 


Photocopy Device 


Prints ‘Anything’ 


PasapDENA, CaL. — Fairchild 


|Aerial Surveys here has apointed 


the Adcraft Advertising Agency 
to handle advertising for a revolu- 


tionary new photo-copying un it. 
'The portable kit was developed | 
_by Fairchild, maker of precision 


photogrammetric instruments and 


| aerial surveys. 


The Copy-Roll, by a new sponge 
application method, “will produce 
letter and legal-size photo-exact 
facsimiles of anything written, 
typed, printed, drawn or photo- 


graphed, in a matter of minutes. 


Material to be copied can be black 


|or colored, single or double-sided, 
‘loose or bound, 


transparent or 
opaque.” 
The Copy-Roll 


brief case or: desk drawer. Its 
portable kit serves as a darkroom. 


weighs two | 
pounds and fits into the average | 


About 30 finished copies can be, 
| produced in an hour at five cents| 
each, it is said, and no particular | 
|skill is required to use the de-| 
vice. 
| Copy-Roll division of Fairchild | 
lis now arranging for distribution | 
|nationally. Advertising plans will | 
| be disclosed later. 


‘Tigerman Joins Yambert 
Robert S. Tigerman, formerly | 
|advertising representative for the| 


|'Tarzana Times, Encino Press and 


‘other San Fernando valley news- 
| papers, has joined the Ralph Yam- 
bert Organization, Hollywood, as | 
production manager. The agency | 
has been appointed to handle ad-| 
vertising and public relations for | 
Rosedale’s Nurseries, Inc., Los An- 
geles, and the developers of Encino | 
Woods and San Fernando High- | 
lands, two new Los Angeles subur- | 
ban communities. 


Avco Moves to Ohio | 


The general operating offices of | 
Aveo Mfg. Corporation will be) 
moved from Detroit to Cincinnati 
this month. 


your. best market for you 


of its tremendous selling power. 


It has no casual readers. 


T’S the way families read Better 
Homes & Gardens that gives it a lot. 


They read it to do something or to buy 
something. Because it’s 100% service 
for better living, only people interested 
in living better buy it in the first place. 


Each copy of BH&G in each month in 
each of over 3,000,000 homes starts 


a 0 : 
100% service screens 


a new living room color scheme. Your 


ad on cheese fits right in 


itself. 


something. Maybe a minor thing like a 
cheese soufflé; maybe a major thing like 


with the soufflé: 


your ad on multi-purpose furniture fits 
in with the color scheme. You’re part 
of the “how-to” character of the book 


How about letting our representative tell 


you more about how editorial screening | 
selects your best customers for you? | 
| 
| 


GREENVILLE » 


A-GAININ 1948! 


GREENVILLE COUNTY 


SALES aay up 36.6% 
a up 27.8% 


EFFECTIVE 
BUYING 
INCOME PER FAMILY 


CITY OF GREENVILLE 
$88,937,000. #7 
153,000,000. FTF, 


RETAIL 
SALES 


36.6% 


WHOLESALE 
SALES 


Figures from 1048 Sales Management 
Survey of Buying Power 


The rich Greenville area is 
increasingly the top market 
in South Carolina for the 
promotion and sale of con- 
sumer goods. 


You can use the Greenville 
News — Piedmont's circula- 
tion of 84,914 in its ABC 
Zone to reach a rich market 


of 


499,011 PEOPLE 


Total Daily Circulation Greenville 


News and Greenville Piedmont 


84,914 


PIEDMONT 


Greenville News 


MORNING & SUNDAY 


~ GREENVILLE PIEDMONT 
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s$ For the Ist quarter 


of 1948 SPORT showed a circu- 


Canadian Ad, 
Sales Federation 
Studies Functions 


Toronto—A study by the Cana- 
dian Advertising and Sales Fed- 
eration on club operations shows: 

1. A successful advertising and 
sales club should confine its pro- 
gram and activities to some phase 
of the advertising and sales fields. 
To the extent that it strays from 
these subjects, it is on dangerous 
ground, 

2. The trend in each club is to- 
ward greater educational work, 
more attention to guidance and 
training of youth as the greatest 
assurance of future progress in 
these two occupations, and wider 
public relations efforts in explain- 
ing the fundamentals of the Cana- 
dian economic system. 


Hall Linton, president of the 
CASF, reported these findings as 
the apparent consensus of 14 club 
executives asked to comment on 
club functions. He made the re- 
port at the federation’s annual 
conference here. 


Represents All Clubs 


Lyn A. Baker, president, Moore 
Business Forms Ltd., Ottawa, was 
elected new president of the 
CASF. Others elected were: lst 
vice-president, Harold A. Plant, 
Swift Canadian Company Ltd., 
Winnipeg; 2nd vice-president, 
Glen MacKay, Canadian Street 
Car Advertising Company, Mont- 
real; secretary, Cecilia Long, Ron- 
alds Advertising Company Ltd., 


Toronto; treasurer, Lee Trenholm, |. 


Provincial Paper Ltd., Toronto. 

Mr. Linton in his annual report 
said that the federation added four 
more clubs in 1947-48, giving it 
100% representation of all Cana- 
dian ad-sales clubs. 

Discussing the study of ad- 
sales club functions, Mr. Linton 


Dallas the city has less than half a million people, but Dallas 
the market has over 1 ¥2 million—in just the Northeast Texas area 
where The Dallas News is the leading paper. 


It's the people from beyond the city limits that make Dallas an 


—% THE SUMMER 
OPERETTAS IN 
., bat at home they read The Dallas Mews 


The summer operettas in Dallas’ huge band shell play to more 
than 250,000 people every summer. Dallas ranks second among 
the American cities that have such operettas. 
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outstanding market. You can't leave them out of your advertising 
picture. You can include them—along with the city—by using 
The News. 


SELL THE READERS OF THE NEWS AND YOU HAVE SOLD THE DALLAS MARKET —_ 


Member 


izes Che Dallas Morning News ar be = - 


New York @ Chicago © Detroit © Sanfrancisco © Los Angeles 
THE TEXAS ALMANAC—RADIO STATIONS WFAA AND WFAA FM 
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quem STEAMSHIP COMPANY 

Senay 4 Mave 
OPENS SERIES—Alaska Steamship Co, 
Seattle, began a campaign with this 
copy in Alaskan and Seattle newspapers 
to emphasize the line's frequent and 
regular shipping schedules. Frederick E. 
Baker & Associates, Seattle, is the 
agency. 


noted “that most clubs in Canada 
are advertising and sales clubs, 
combining the two interests, 
whereas in many U. S. cities you 
find both an advertising club and 
a sales club in existence. The 
combined club presents an ob- 
vious difficulty in programming, 
sometimes resulting in programs 
of a very superficial nature which 
neither the advertising man nor 
the sales executive finds to be 
very practical.” 


New Membership Program 


He pointed out that in smaller 
cities, those in retail businesses 
usually dominate the member- 
ship. “In such cities the existence 
of an active ad-sales club intro- 
duces a spirit of promotion-mind- 
edness usually evident in- the 
character of the merchandising 
done by the retail trade,” Mr. Lin- 
ton observed. 

The federation: inaugurated a 
new membership program under 
which any company, organization 
or association in sympathy with 
its objectives for the betterment of 
advertising and selling in Canada 
can apply for sustaining member- 
ship, annual fee of which is $100 
or more. 

CASF announced that the first 
six companies “to sponsor the 
plan” are the Borden Company, 
Firestone Tire & Rubber Company 
of Canada, Goodyear Tire & Rub- 
ber Company of Canada, Provin- 
cial Paper Ltd., Rapid Grip & Bat- 
ten Ltd. and Robert Simpson 


‘ Company. 


The federation set up a commit- 


-|tee to take steps towards raising 


the standard of teaching in Can- 
ada. G. Alex Phare, R. C. Smith 
& Son Ltd., Toronto, heads the 
committee. 


Taggart and Young 


Form Agency in L. A.. 

Taggart & Young, a new adver- 
tising agency with offices at 7364 
Beverly Blvd., Los Angeles, has 
been formed by E. L. Taggart and 
Douglas R. Young. Mr. Taggart 
was formerly associate district 
manager of the Atlantic district 
sales of McGraw-Hill Publishing 
Company in New York. Mr. Young 
was formerly Los Angeles mar- 
ager of Beaumont & Hohman. 

Accounts to be handled by the 
new agency are: Cole Electric 
Company, Calectro Products Con - 
pany, Form O’ Uth Brassiere Cor - 
pany, Beverly Termite Contril 
Company, Mecon Products, Inc, 
Palomino Sportswear Compan:, 
Selwell Mfg. Company and Pai! 
G. Wagner Company. 


Pharmaco Names Jones 

Pharmaco, Inc., Newark, has 
transferred advertising of Feen-a- 
Mint laxative chewing gum an! 
Chooz antacid chewing gum fro!) 
Ruthrauff & Ryan to Duan? 
Jones Company, New York, effec - 


tive Aug. 1. 
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Hilton-Davis 
Offers Color 
Standard Aid 


CINCINNATI — The Hilton-Davis | Pearson, 
Ch-mical Company division of| Company, 


Rubicam, New York; Alvin Long, 


Long Advertising Service, San 
Jose, Cal, and N. F. McEvoy, 
Newell-Emmett Company, New 
York; 

H. N. Spencer, D’Arcy Adver- 
tising Company, St. Louis; George 
J. Walter Thompson 
Chicago; William E. 


Sterling Drug, Inc., has announced | Steers, Doherty, Clifford & Shen- 


that it will work with advertisers | field, 


and agencies to help them main- 
ain standardized colors on printed 
material through use of Hilton- 
Davis’ “standard panel system.” 

Hilton - Davis, which produces 
raw materials used in compound- 
ing printing inks and paints, de- 
veloped the system for use by 
Sterling Drug divisions and it is 
ow being used by R. L. Watkins 
ompany, Centaur - Caldwell and 
harles H. Phillips Company 
divisions as well as by several 
arge advertisers not affiliated with 
Sterling Drug. 

Under the system, Hilton-Davis 
experts work with printing ink 
akers to prepare exactly match- 
ng shades to those desired by ad- 
ertisers and agencies. A selected 
shade is then baked on an enamel 
plate, which is furnished to print- 
prs to be used to compare repro- 
duction of colors on all printing 
uns. 

In working with mail order 
ouses and others, according to 
. W. Nieder, vice-president in 


nk formulations have been pre- 
pared that exactly match colors of 
lothing and other articles pic- 


Huplication, he pointed out, is 
possible only with perfect plates 
pnd high grade paper. 

The greatest usefulness of the 
‘standard panel system,” Mr. 
ieder said, is in maintaining the 
ame shades of color throughout 
big runs of packages. 


our A’s Names New 
agazine Group 

The American Association of 
Advertising Agencies has named 
new committee on magazines 
pnd farm papers, combining the 
york of two earlier groups. The 
hairman is Guy Richards, Comp- 
on Advertising, New York, and 
yice-chairman is E. Ross Gamble, 
eo Burnett Company, Chicago. 
ommittee members are Frank S. 
hristian, H. B. Humphrey Com- 
pany, Boston; Theodore C. Fisher, 
Pedlar & Ryan, New York; John 
lr. Foley, Olmsted & Foley, Min- 
eapolis; Kirk Greiner, Young & 


ured for sale. This type of exact | 


harge of sales for the division, | 


| 
| 


| 
| 
| 
j 
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New York; T. Norman 
Tveter, Erwin, Wasey & Co., New 
York, and E. F. Wilson, McCann- 
Erickson, New York. Kenneth 
Godfrey, of the association staff, 
is secretary. . 


Hartford Adclub Elects 


John R. Callahan, assistant ad- 
vertising manager of the Times, 
Hartford, Conn., has been elected 
president of the Advertising Club 
of Hartford. Others elected are: 
John E. Allen, Fuller Brush Com- 
pany, vice-president; Walter C. 
Johnson, Station WTIC, 2nd vice- 
president; Florence G. Farrell, 
Hartford Chamber of Commerce, 
secretary, and Elena N. Petrini, 
Aetna Life Insurance Company, 
treasurer. 


New Large Presto 
Cooker Launched; 
Canning Stressed 


Eau CLarre, Wis. — National 
Pressure Cooker Company, maker 
of Presto cookers, is tying its ad- 
vertising this summer to the na- 
tional home canning program be- 
ing encouraged by federal agen- 
cies. 

The company has introduced a 
new 21-quart Presto Cooker-Can- 
ner with capacity to process half- 
gallon jars or double tiers of pint 
jars or tin cans. In addition, it 
is useful for large-quantity food 
preparation for churches, clubs, 
etc. It is sold equipped with in- 
set pans, colander pan, canning 
basket, cooking rack and a cook- 
ing and canning guide. 

Ads promoting the various 
Presto cookers will run in Coun- 
try Gentleman, Farm Journal, 
Good Housekeeping, Ladies’ Home 


Journal and McCall’s. Copy will 


point out that government agen- 
cies have called pressure cookers 
the only safe home cooking device 
for processing meat, vegetables, 
fish and fowl. Economy, food con- 
servation and other themes will 
also be featured. 

The company will also supply 
window and interior display 
streamers, top-of-canner display 
cards and newspaper mats to re- 
tailers. 

Melamed - Hobbs, Minneapolis, 
handles the account. 


Norge Promotes Clary, 
Candler and Law 


J. N. Candler, with the com- 
pany since 1940, has been ap- 
pointed director of manufacturing 
of the Norge division of Borg- 
Warner Corporation, Detroit. H. L. 
Clary, general sales manager, has 
been named director of sales, and 
W. S. Law, refrigeration sales 
manager, succeeds Mr. Clary as 
general sales manager. 

R. W. Gifford has resigned as 
vice-president and assistant gen- 
eral manager of the Norge divi- 


39 


sion but will retain his position as 
chairman of Borg-Warner Inter- 
national Corporation. M. G. 
|O’Harra, with the company since 
| 1929, retired as vice-president and 
director of sales of Norge. 


AC Appoints Hines 


John C. Hines has been ap- 
pointed sales manager of the AC 
Spark Plug Company, Detroit. He 
was formerly regional manager 
for AC in Philadelphia. 


@ EXPORT @ 
TRADE «2 SHIPPER 
Circulates in the U. S. A. 
It is read 
by Export Managers 
of 


LEADING AMERICAN 
MANUFACTURERS 


3 
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‘They’re singing our praises 


in Albany, 


N.Y. 


(We modestly admit ) 


It’s a refrain we're fond of... one that we hear all over the country. 
And it tells the story better than we could of how much dealers like 
the ‘yellow pages’ (classified section) of the telephone directory. One 
letter, from an appliance dealer whose name you may have on request, 


reads like this: 


“I am one hundred percent in favor of telephone 
directory promotion and you can quote me on this. 


to buy. 


For further information, call your local telephone business office or see the 


latest issue of Standard Rate & Data. 


“I take the opportunity to associate my name 
with the national trade-marks of all the branded 
products for which I am a dealer. 

“It is very inexpensive considering the business 
to be gained.” 


If your product has selective distribution, your trade-mark or brand 
name and your local outlets can be brought together by Trade Mark 
Service in the ‘yellow pages.’ That’s where people look when they’re ready 
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Largey Adds Duties Forms Research Dept. Stevens Handles Council | a. 


W. E. Largey, advertising Fa | epuift-Davis Publishing Company, CARE Campaign “ 
ager of the Patterson-Ballagh di- Chicago, has established a mar-| A. R. Stevens, advertising man- 
ie aecciee hens cnaed sompany; | ket research department, the | ager of National Dairy Products | 

’ jor f i f which will be| : : eee 
of advertising manager of the oil | geal goed al “nthe indus. | CotPoration, New York, will be} plans for a $1,000,000 studio in 


tool division. rer the coordinator of the Advertising : eS 
ivision ‘trial fields covered by Popular | Council's 1948 CARE campaign. San Antonio to make both tele 


| Photography, Flying and Radio| : “| vision and screen films have been 
| News, Ziff-Davis publications. The | Te Council, Fan Tie ay i947, |Made by Ralph A. Ralle, produc- 


SIGHS OF LONG LIFE’) sew department will be headed Guring which time the number of |tion chief of Ralle United Motion 


FOR QUANTITY BUYERS by W. R. Wolle. packages sent to Europe rose from | Piatape Company. It will be 
THE ARTKRAFT* SIGN CO. 
Division of 


8,000 to 35,000 a day. financed by a combination of 
DeVry, Hollywood, Moves ‘Volunteer agency for the cam-|Texas and Hollywood interests. 
The Hollywood offices of DeVry paign is N. W. Ayer & Son, Phila-|The studio is said to be the first 
Corporation, maker of movie cam-|delphia, and the council staff ex-| specially designed for the dual 
|era equipment, have been moved ecutive on the drive is Edward F. | purpose of making movies and 
to 5121 Sunset Blvd. Royal. | television films. 
} * * 


| 
‘Tracy, Kent Appointed | Gerber Products Company, Fre- 


Chicago ; | Hickory Valley Farms, Little 'mont, Mich., producer of baby 

{ Kunkletown, Pa., packer of Hick- | foods, is one company which is 

4 £ en er ed — — smoked Pgs 6 | quite specific in telling stockhold- 
am, bacon and sausage, has ap- | hat h to its ar “ol 

IN EXCESS OF 200.000 - ers what happens to its gross in 
ABC MEMBERSHIP =” ne gag ee ged a PF te come “dollar.” For the year ended 
, ; | March 31, reports Daniel F. Ger- 


GEORGE f. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK Magazines, newspapers and direct ’ 
: ' mail will be used. ber, president, Gerber spent, for 


Ju New Onleans be 


Artkroft® Corperotion 
900 Kibby $t., Lime, USA 


“lredemerts fog v 5 hee OF 


ONLY SUNSHINE REACHES MORE HOMES | 


No other newspaper, no radio sta- 
tion, no magazine, no other advertising 
medium is such an important part of 
the lives of New Orleanians. 


That's why, if your product is sold 
in the South's greatest market — and 
you're passing up a. bet if it isn't— 
you can sell it faster, and AT LOWER 
COST in The Times-Picayune and 
New Orleans States. 


| 


TIMES-PICAYUNE DAILY ad 


166,960* 
STATES DAILY 
92,145* 
SUNDAY 
274,748* 


*ABC Publishers’ Statement, 
3 Months 
Ending March 31, 1948 


ic 


New Orleans TIMES-PICAYUNE and STATES 


3% MORNING %& SUNDAY % EVENING 


OWNING AND OPERATING RADIO STATIONS WTPS AND WIPS FM © MEMBER ANANetwork © REPRESENTATIVES: JANN & KELLEY, INC, 


|example, 6.35 cents of each do ar 
on advertising as compared w th 
7.18 cents the year before. 

But in view of the fact t at 
| Gerber’s gross income rose in | iis 
period from $20,791,581 to $2),. 
| 631,891, its actual advertising . r- 
penditure—“with magazines, nev s- 
| papers, publishers, printers ¢ 1d 
|others for advertisements, ba», 
books, displays, samples, helps or 
grocers and medical literature’ — 
climbed nearly $400,000, from $\.- 
| 493,039 to $1,880,526, in the tu o- 
|year period. 

cd * * 

Despite recent action by Schen- 
ley’s Three Feathers and Publick- 
er’s Continental and Kinsey sub- 
| sidiaries in reducing prices of their 
whiskies to retailers, distillers 
‘don’t expect a price war for the 
present. Under “mandatory” fair 
/trade in such states as New York 
‘and New Jersey, retailers must 
sell at posted prices or lose their 
licenses. On the other hand, more 
‘customers at bars who don't 
‘specify brands probably will be 
served the lower-cost whiskies. 

Although the Distilled Spirits 
Institute estimated whisky sales 
|nationally for the first 1948 quar- 
ter at 13% below the same perio 
'of 1947, reports from the 17 mo- 
‘nopoly states show an over-all 
decline of less than 1%. But with 
|last year’s sales 30% below thos 
of 1946, distillers now selimnans 
| that whisky volume is “off” about 
40% from the wartime peak. 
| bod oo * 

Some of the figures Philco i: 
giving dealers when it shows its 
new line are rather startling. For 
‘example, in addition to leadership 
in the radio set industry, the com- 
/pany claims: (1) It is now mak- 
ing almost 5,000 video sets a week 
(2) it is selling 50% of all air 
‘conditioning units, and thus far in 
’48 has already produced thre 
times as many air conditioners a: 
in all of last year; (3) it is “com 
fortably” in third place in refrig- 
erator sales, is in first place in 
sales through dealers, and _ thi 
year will exceed its projected 
$100,000,000 volume in this fiel 
by $20-30 million; (4) on radi 
advertising, it has spent as many 
advertising dollars in the first six 
months in Life alone as five lead- 
ing competitors spent in all maga- 
zines. 


a * * 


Althcugh manufacturers of tele 
vision sets are having trouble 
meeting the rapidly growing de 
mand, based on the opening 0 
|additional stations and new marl- 
‘kets, some of them profess to be 
disturbed by the advent of price 
| cutting by mass merchandising or 
ganizations. For example, a New 
York chain has recently adver 
tised Admiral television sets aj 
/$75 less than the established price 
| Incidentally, shortage of tubes |! 
‘holding back production by many 
leading manufacturers of te eV! 
sion receivers. 


WCBS-TV Signal 
‘Travels 1,100 Miles 
_  WCBS-TV, New York, has | ee! 
picked up in Little Rock, /rk- 
1,100 miles away. Conrad F. | ‘ar 
rington of that city wrote Co! im 
bia that he had received its si na 
for an hour and a half on a ho ne 
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made set. . 
The accepted range for te! ‘Vv! hi S. 


sion is about 50 miles. Such f) 22 
pickups as Mr. Harrington’s 2° 
rare. About a year ago, a 
Charles, Ill., viewer reported > 
had received WCBS-TV in a 
city, which is 1,000 miles a ’a 
| from the New York studio. 


Appoints Roby 

John Roby has been appoi té 
|production manager of the > 
| Francisco office of Henry 
‘| Morpurgo & Co. 
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Research Fails to 
Provide Answer on 
Wheaties Cartoons 


Sales Effectiveness 
of Famed Series Is 
Still Undetermined 


By GORDON A. HUGHES 
Manager, Market Analysis Depart- 
ment, General Mills, Inc. 


At a given time of the year 
winter arrives, and at other des- 
ignated periods spring and sum- 
mer come. Even more regularly, 
the topic of accomplishment of 
advertising comes up. I am afraid 
that in some people’s minds ad- 
vertising is thought of as almost 
a mechanical device wherein 
ivory-tower executives pull a 
switch releasing advertising, and 
then expect that cash registers 
will immediately start ringing. 

I am even more afraid that in 
this vastly over-simplified concept 
of advertising, the thinking re- 
garding measurement of the ac- 
complishment of that advertising 
is almost as naive. In the same 
over-simplified terms, I can al- 
most hear that advertising group 
calling their research director and 
saying, “I am going to pull the 
switch, Joe, and release X adver- 
tising campaign and it would 
surely be fine if you could give 
me a report first thing next week 
on how many cash _ registers 


At the Washington meeting 
of the American Marketing 
Association, Gordon A. Hughes, 
manager, market analysis de- 
partment, General Mills, de- 
clared that his organization’s 


information to our fund of knowl- 
edge about how advertising works 
and how effective it is, or the in- 
consistencies and faults in the re- 
search findings have been so great 
‘as to largely depreciate their 
lvalue. Notwithstanding this rec- 


Wheaties—we had been running, 
‘for about two years, a new and 
‘novel program of cartoon adver- 
'tising. This had been superim- 
posed on the regular program of 


programs, and magazine display 
advertising. We thought that if 
we could pick areas in which the 
new format and the continuing 
efforts had been used, and find 
radio kid shows, women’s service | families in those areas who had 


ord of failures, General Mills has 
kept after this problem and will | 
continue to keep after it because | 
of its importance. A sales tool | 
costing American business in the} 
‘neighborhood of four billion dol-| 
lars a year is not one that can be 
'glibly recommended to boards of 
to measure effectiveness of the (directors and happily and unop- 
Wheaties cartoon series, which | posedly approved. 
broke all records for visibility — 
ratings, are presented here. Check on Cartoons 


| Five years ago, General Mills 
have subscribed to a variety of| and one of its agencies developed 


experience with the famous 
Wheaties cartoon advertising 
had convinced them that it is 
not yet possible to develop ac- 
curate and dependable meas- 
urements of advertising effec- 
tiveness in terms of sales vol- 
ume. His comments on attempts 


Ten days after his 
ad appeared in this 
publication, an ad- 

vertiser got replies 


services, each designed to give us 
measurements of the accomplish- 
ment of some specific phase of 
advertising. 


a little different- technique which 
has resulted in three studies since 
that time. I would like briefly to 
outline this study and then com- 


from 21 states. 


ment upon the merits of these 
studies and how they have fallen 
short of our hopes and ambitions. 

On one of our products— 


FuELomt & Oit Heat 
New York 16, N.Y. 


In all of these studies we have 
found discrepancies. Either the 
studies were rank failures from 
the standpoint of adding any new) 


—— Madison Ave. 
- LExington 2-4566 


‘AUDIENCE ina 


started ringing as a result.” This 
kind of picture, I think, is most 
applicable to national advertisers, 


where a variety of media is used. | 
Obviously advertising, and even | 
more so, the measurement of its | 


effectiveness, is not that simple. 
A given quantity of advertising 
does not necessarily induce an- 


other specific quantity of imme-| 
Ultimately, of course, | 


diate sales. 
those sales are produced, but 
many things happen between the 


§ publication of advertising and the) 


accomplishment of the desired 
positive in character, others may 


be negative. 
No Positive Results 


General Mills has tried in a va- 
riety of ways to determine this 
relationship. In fact, some 37 dif- 
ferent research studies have been 
undertaken during the last 10 
years by my company to attempt 
to determine what happens sales- 
wise when a new or additional 
increment of advertising is placed 
in support of a product. We have 
had experience with continuous 
consumer panel operations, we 
have done before-and-after use 
and preference studies, we have 
made coincidental and readership 
Studies, following them up with 
use and preference studies. We 


n the 


iDiesel Industry 


dlt’s Progress— 


ay 


2 West 45th Sfreet 
ew York 19, N. Y. 


Many of those things are| 


- 


ESS 


Central New England Listeners, 
in Worcester and fifty-four sur- 
rounding cities and towns, ex- 
press their preference by quarter- 
hours, sign-on to sign-off, Sun- 
day through Saturday. 


401 QUARTER HOURS 


81% 


Figures are from just-released Benson 
& Benson Diary Study. Your nearest 
Raymer man will gladly show you 
the complete study. It’s amazing! 


Double Barrelled! The latest 
Hooper figures, Worcester city only, 
show the same, consistent WTAG 
domination of audience — morning, 
afternoon and night! 


ALL OTHERS 


5 QUARTER HOURS 


WORCESTER 


580 KC 5000 Watts 


PAUL H. RAYMER CO. National Sales Representatives. 


Affiliated with the Worcester Telegram & Gazette. 
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been exposed to various combina- | 


tions of those types, we then 


| 


to mention all of them, but cer- 
tainly one was that the results of 


could segregate groups on the|such a project were only ap- 
basis of exposure. Knowing what | plicable to areas in which all of 
the exposure of each group had|the measurable programs existed. 


been between those various types 
of advertising, and then by relat- 
ing the extent to which they had 
purchased Wheaties, we should 
have some measure of the accom- 
plishment of cartoon advertising 
over and above the impact of pre- 
vious advertising. 

In the selected areas, we inter- 
viewed families who _ reported 
having been exposed to Wheaties 
cartoons, Jack Armstrong, the two 
women’s shows, Wheaties display 
advertising, in all of their possible 
combinations, and also a smaller 
group of families who had not 
been exposed to any of them. 
After determining this and acquir- 
ing a good deal of information 
about the composition of these 
families, we then determined 
what their last purchases of 
ready-to-eat cereals had been. 


Make Additional Corrections 


Thus for each exposure group 
we had a figure for Wheaties pur- 
chases which we set up as a brand 
percentage share of the com- 
modity class. We then were able 
to compare the groups to find out 
their net differences. However, it 
became obvious that those net dif- 
ferences alone were not a measure 
of the relative value of cartoons. 
Rather, it was an estimate of car- 
toons’ effect among the families 
it reached and did not take into 
account the number of families 
reached. In order to correct for 
this, we multiplied the brand 
per cent share of the market by 
the percentage of total families 
reached by each advertising cam- 
paign and thus acquired a 
weighted measure of the relative 
value of each. From this we were 
able to develop an index for each 
and then, by subtraction, deter- 
mine the relative standing of each 
campaign’s accomplishment in 
terms of last purchases. 

In addition to that, we applied 
other factors, such as the relative 
costs of each campaign, and of 
course in considering the result- 
ing data we took into account 
sampling error. 

Notwithstanding the thorough- 
ness with which this research was 
conducted and at least the hoped 
for realism that this method would 
supply, it was subject to a good 
many qualifications. I won’t try 


THE 
TAMPA-ST. PETERSBURG 
MARKET 


is 
2nd 
IN POPULATION 


1947 Population 222,000* 


YOU NEED 
Che Evening 
Independent 


. . » to cover the field of 90,300 residents who 
make up St. Petersburg's part of the 222,000 


| Also, 


aoe population! No Tampa newspaper 
$s even as much as 600 average daily circu- 
lation in St. Petersburg. 
*Sales Management Survey figures 

show that today, not counting St. 
Petersburg's thousands of winter 

and spring visitors, the Tampa-St. 
Petersburg market is second only 

to Jacksonville in permanent pop- 
ulation. 


Represented Nationally by 


DELISSER, INC. 


New York Philadelphia | 
Chicago Atlanta | 


length of time and in- 
tensity of coverage differences be- 
tween the several programs had 
an influence on the results. Still 
another fault was that while we 
had controlled certain of the 
variables existing in the total en- 
vironment, we knew that there 
were others that had not been 
controlled, and these could have 
had as much or more effect upon 
the results as the intrinsic char- 
acteristics of the advertising pro- 
grams themselves. 

The final result of this work 
was that we reasoned our way 
through the findings of these 


studies and, using them as a guide, 
reached the conclusion that car- 
toons had outlived their useful- 
ness and should be discontinued. 
They consequently were discon- 
tinued except in one publication. 
They have continued for approxi- 
mately two years since that time 
in that one publication. Last 
winter, through the facilities of a 
well-known panel service, we 
were able to make a post-discon- 
tinuance appraisal of cartoons in 
that one publication’s audience. 
We found that while the general 
level of consumption of ready-to- 
eat cereals among its readers was 
below par for the total, the con- 
sumption of Wheaties in that pub- 
lication was significantly above 
par. 

Naturally, the horrible question 


rose in our minds: “Had the re- 
sults of our earlier research been 
faulty—had we discontinued a 
program which was producing 
sales—or even more disconcerting, 
which of these two methods was 
more nearly correct in appraising 
the sales accomplishment of the 
program of advertising in ques- 
tion?” 


Convinced ‘We Do Not Know’ 


In other words, we found our- 
selves about back where we were 
in the ’30s or early ’*40s when we 
were trying to relate advertising 
and sales, and again it seemed to 
be clearly indicated that we do 
not know how to relate advertis- 
ing accomplishment in terms of 
sales produced. 

In our total experience, we are 
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more convinced each year that ve 
do not know how to make suc! a 
measurement, at least for the ty pe 
of product we are responsible or, 
at General Mills, and that or 
some time, at least, we shall h: ve 
to depend on less tangible me. s- 
urements. 

Referring to my over-simplif eq 
picture of advertising at the | e- 
ginning of this discussion, I s:id 
that things happen between ‘ne 
release of advertising and ‘¢ 
ultimate consummation of a sale. 
At least one of those things t)! at 
happen is the development of a 
framework of attitude toward the 
product through advertising. Con- 
sequently, more of our advertis- 
ing effectiveness research is being 


directed toward the measurement 
‘of “regard” for the product. Fur- 
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@ When a DC-4 


@ William Zerillo, a 23 year old garage worker 
and ex G.I. was driving across the ‘Triboro Bridge 
to work when bright paint splashes suddenly 
appeared on the roadway ahead. Looking up, he 
saw that a painter’s scaffold aloft had collapsed, 
leaving two men dangling precariously. With an 
inexpensive British camera he carried in his car 
... he snapped the shot, rushed the undeveloped 
film to The News, made Page 1 the next morning. 
And was well paid for his picture. 


A visiting Chinese photographed a visiting 
aglishman critically injured on Fifth Avenue by 
ar from Yukon, Florida.. . 
‘rom a sinking ship in a pitching sea, 640 miles 
<7 off Newfoundland, a stewardess caught in her 
' camera sailors pulling away in a lifeboat... 
@ An ex-army paratrooper chuted down over 
Times Square, took pictures on his 5,000 foot drop 
... and was himself photographed by an | 
amateur who happened along with a camera... 


crashed at LaGuardia last 


summer, spectators had pictures of the accident 
before the press pros could arrive... 


-———— 
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thermore, our research efforts are 
being geared to watching the trend 
of that regard curve for the prod- 
uct, knowing that advertising is 
a cumulative thing and that if a 
favorable regard is not developed 
for the product, the chances for 
the ultimate sale of that product 
are not good. 

In this presentation, I realize 
that at best I have done only a 
shetchy job of discussing this 
problem. However, I hope that I 
have left three thoughts with you: 

The first is that General Mills 
has and is continuing to concern 
itself with this whole problem of 
the accomplishment of advertising. 
Second, that on the basis of our 
experience, we do not believe ex- 
isting methods of research can 


supply accurate and dependable | 


measurements of advertising ac-| 
complishment in terms of sales | 
volume. Third, that our present | 


j 
| 


PR Group Elects Hannum 


Max Hannum, director of pub- 
lic relations of Franklin and Mar- 


Edits ‘Aetna-Izer’ 
| Lloyd L. Temple of the adver- 
|tising and publicity departments 


and future efforts are being geared 31) College, Lancaster, Pa., has|°! the Aetna Life Affiliated Com- 


to watching and studying the) 
trends of consumer regard for our | 
products related as closely as pos- 
sible to the changes occurring in 
our total advertising program. 


Appoints Hillman 

David S. Hillman, Inc., Los An- 
geles, will handle advertising of 
California Apparel Creators, Inc., 
when operations are commenced 
Sept. 1. 


Mining Congress Moves 
The American Mining Congress, 
Washington, D. C., has moved its 
offices to 1102 Ring building, 18th | 
and M Sts., N. W. | 


been elected president of the 
American College Public Relations 
Association. Other officers are: 
Vice - president of membership, 
Veta Lee Smith, Marshall College, 
Huntington, W. Va.; vice-president 
of sports, Parry Sorensen, Univer- 
sity of Utah, Salt Lake City, and 
vice-president of regions, Stewart 
Harral, University of Oklahoma. 


Willys Boosts Bishop 
Mardon R. Bishop, who joined 
Willys - Overland Motors, Toledo, 
in 1945 as editor of employe and 
sales publications, and recently 
has been on the public relations 
staff, has been promoted to assist- 
ant director of public relations. 


|panies, Hartford, has been ap- 
| pointed editor of “The Aetna-Izer” 
(casualty, bonding, fire and ma- 
rine edition). 


Evans Appoints Acker 


Jud Acker has been appointed 
art director of Albert Evans Ad- 
vertising Agency, Fort Worth. He 
succeeds Everett Fernandez, who 
resigned to join the Alert Adver- 
tising Agency, Galveston. 


Woods Joins Ashe 

Caroline Woods, formerly of 
Doherty, Clifford & Shenfield, 
New York, has been named copy 
chief of Hiram Ashe Advertising 
Associates, New York. 


These are typical instances of the 
thousands of amateurs all over the world, whose 
ambition is to get their prints and credit lines in 
the New York News. The News encourages 
amateurs, and over the years has secured some of 


make a better n 


its most notable pictures from them. 


In 1928, a seaman on the sinking Vestris, 
made the most famous Simon-pure amateur 
pictures on record. A News cameraman paid him 
$50, sight unseen, for his rolls of film when the 
rescued crew was landed. When the prints were 
developed another $500 went to the amateur... 
and a month later a bonus of $500...Word of 
his windfall gave The News unofficial camera 
correspondents over the seven seas! 

The News buys and uses pictures from 300 
to 500 amateurs per year... pays $10 minimum for 
a single print, $100 or more for a front page 
subject; has paid as high as $5,000 for exceptional 
pictures. With the credit line, of late years goes 
an editorial box giving the amateur’s name, address, 


camera type, technical details. 


Besides pictures, amateurs supply news tips, 


@ Circulation al 


4,600,000 copies 


and believe that 
newspaper. ..ma 
an advertising m 


multiplied by mi 


should give The 
of every national 
in America’s first 


voice opinions through Vox Pop, answer queries 


newspaper long before it was heard of on radio 
programs. The interest and help of the public 


advertising medium—even circulation in such 4 
volume as The News, 2,375,000 copies daily, 


large proportion of these millions of readers feel 


Not millions of readers .. . but the 
individual reader’s interest and confidence 


influence people, influence sales .. . gives Tl 
News more retail advertising than any other 
newspaper, 23,451,209 lines last year! And 


ewspaper...and beget personal 


interest, intimacy and closeness when a newspaper 
appreciates and recognizes public contributions. 


one does not make a great 


Sunday! But the fact that a 


The News is their individual 
kes The News so effective as 
edium. 


llions—give The News ability 


News first place in the schedules” 
advertiser after sales and profits 
market. 


of the Inquiring Photographer, send more than one 

and a half million letters every year to News 

service departments. if 
“Participation” was a working polic are 


~. 
s ! » . 4 


THE [of NEWS, New York’s Picture Newspaper. .. 
220 E. 42nd St., New York. . . Tribune Tower, Chicago... 
55 Montgomery St., San Francisco. 7 


School of Outdoor 
Advertising Opens 
at Notre Dame 


Cuicaco—Seventy-five speakers 
are scheduled to take part in a 
School of Outdoor Advertising to 
be held at the University of 
Notre Dame, South Bend, Ind., 
from July 12 to 30. 

The Outdoor Advertising Foun- 
dation at Notre Dame and the 
Outdoor Advertising Association 
of America are sponsoring the 
school, which will be open to 
members of the association, their 
sons and male personnel of their 
plant organizations. About 100 
students will be enrolled. 

The course will include three 
sections: (1) Organization and 
policy, July 12-17; (2) operating 
research, July 19-23, and (3) sell- 
ing, July 26-30. Students may at- 
tend one, two or three sections. 


Bergman Names Klein 


Philip Klein Advertising 
Agency, Philadelphia, has been 
appointed to handle advertising 
and promotion of Bergman Knit- 
ting Mills, Philadelphia, manufac- 
turer of knitted outerwear, sports- 
wear and the Beach Mate bathing 
suit. Women’s magazines and 
trade publications will be used. 


ASM Appoints Morrison 

Walter Morrison, since 1945 
managing editor of The Adver- 
tiser and previously a Cleveland 
agency executive, has been ap- 
pointed director of public rela- 
tions of the American Society for 
Metals, Cleveland. He succeeds 
Graves Taylor, resigned. 


“Darleeng”.... 
she says, 
“before you go 
to play golf 
will you” 


the TN 
_ vacuum, 1* 
scoarny 34 
_ knives, fix Y " 
| the window 

— it’s stuck, 
| hang Mother's 
picture, and 


button 
my dress?” ' 


We can’t help you 
there... “Bub” ..... 
| but your OFFICE OVERLOADS, sir! 


BR in catcurarinc. 
| in TABULATING 
in TRANSCRIBING 


those are OUR OVERLOADS! 


When you need an inventory that’s up- 
to-date, loday’s... when you need a 
questionnaire squeezed dry of all its 
priceless facts ... when you have sales 
slips as numerous as rain, daily ...when 
you must have factory costs, sales costs 
... when you want to know who sold 
what, where, when, and for how much 
... When you want personnel analyses 

. when you’ve a VOLUMINOUS 
amount, or one, or a hundred letters to 
be typed . . cylinders to be transcribed: 

We'll take on the overload, the peak. 
You goon with routine. We'll save time, 
money and wits for you... when you 


—“Auornunman 


The nation's foremost office overload service 
WORKMAN SERVICE, INC. 
CHICAGO 2, Ill., 58 E.Washington St. 
Other office locations: 

New York City * Los Angeles 
Minneapolis * Seattle 
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' This will last all of a 
minute and a half, won’t it, Judson? 


Judson: Yes sir, and it was quite a havea record of purchasing that would give any 
trick to make it as spectacular as it is! business a real boost. They buy nearly 90,000,000 
cans of coffee a year... over 250,000,000 packages 
of gelatin desserts, just to mention a couple of 


Chairman: But it won't be anything 
but a lot of burnt sticks in the morning 


‘ products. 
: —and burnt sticks won't build up a And if you’re worried about our budget, you 
steady demand for our dealers. need only $36,000 to tell our story to 1,800,000 


What we want is consistent advertising, 
month-in and month-out, and don’t tell me we 
™ can’t afford it. If you've ever 
taken a look at a magazine 
like REDBOOK, you 
know how economically 
we can tell our story to 
1,800,000 young families. 

REDBOOK families 


REDBOOK families in % pages every month in 
the year. That’s real advertising to our dealers! 


Don’t forget REDBOOK families are regular 
buyers! Let’s tell em regularly! 
Meat 


REDBOOK II 


444 Madison Avenue, New York 22, N. Y. this J 
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PHOTOGRAPHIC REVIEW 


NOT A LAKATIVE 


x 10 BREAKFAST! 


» wen® ca x 


<a Ww 


Well-aged, tender Steak 
+a SAFEWAY guarantee 


Every Safeway steak is correctly aged for tenderness 
and flavor. You like it or money back. 


When ood fohiws gC fagether they- 


"' Charter a Bug 


‘ITS CHEAPER 
ITS MORE FUN 


FOR PARTIES « CONVENTIONS - OUTINGS - MEETINGS 


WESTERN TRANSIT AWARD WINNERS—The Western Transit Advertising Group, car card operators of the Pacific Coast, 
picked these designs for awards, which were presented at ihe Sacramento convention of the Advertising Association of the 
West. Top to bottom: First award, Calso Co., Los Angeles; idea, Harry Fletcher; art, Dick Evans; agency, Harrington, Whit- 
ney & Hurst. Second prize, California Fruit Growers Exchange; idea, Lyman Powers; art, Marcel Olis; agency, Foote, Cone & 
Belding. Third prize, Safeway Stores; photo, Z. Alexander; agency, J. Walter Thompson Co. Honorable mention, B. C. Motor 


Transportation; idea, Ken Davidson; art, Reg Stephens; agency, Spitzer & Mills. 


Pee ay 
Sar val 


= 5 


MEAT INDUSTRY PROMOTION BRAINS—The advertising planning committee of the American 
Meat Institute, which includes representatives of 17 packers, meets at least 10 times a year to con- 
sider advertising and merchandising programs developed by the AMI agency, Leo Burnett Co. At 
this June meeting those present were (reading clockwise, starting at right side of speaker's table): 
V. E. Schwaegerle, American Meat Institute; Don Smith, Wilson & Co., Inc., Chicago (committee 
chairman); D. B. Hause, Armour and Company, Chicago; G. M. Lewis, AMI; C. L. Elpers, Emge 
Packing Co., Inc., Ft. Branch, Ind.; H. R. Davison, AMI; H. H. Corey, George A. Hormel & Com- 
pany, Austin, Minn.; George A. Schmidt Jr., Stahl-Meyer, Inc., New York; W. L. Chamberlain, Cham- 
berlain and Company, Inc., Boston; V. OD. Beatty, Swift & Company, Chicago; William Weber, The 
Cudahy Packing Company, Chicago; Carl G. Mayer, Oscar Mayer & Co., Madison, Wis.: Chester J. 
Reid, Tobin Packing Co., Inc., Albany, N. Y.; Walter Seiler, Karl Seiler & Sons, Inc., Philadelphia: 


NO DUMMY—Rita, the mannequin admiring herself here, is a product of Dis- 

play Mannequin, Inc., New York, which has wired the beautiful blonde with a 

two-way Executone intercom system. Rita is thus qualified to "sell gowns or 
make herself useful at exhibits and conventions. 


JOURNALESE—At a cocktail party given by Curtis Publishing for the sales 

promotion division of the National Retail Dry Goods Association in New York 

were (left to right): William McLaughlin, publicity director, McCurdy & Co., 

Rochester; Ralph C. Ackerman, sales manager, Ladies’ Home Journal; Virginia 

McCone, retail merchandising, Ladies’ Home Journal, and Sidney Donnaud, 
publicity director, D. H. Holmes, New Orleans. 


Byron Benson, The Rath Packing Company, Waterloo, la.; Olin Johnson, Grand Rapids Packing Co., 
Grand Rapids, Mich.; William Elder, Armour and Company, Chicago; C. E. Martin, Illinois Meat 
Company, Chicago; J. C. Milton, AMI; LaVern E. Gelow, Peter Eckrich & Sons, Inc., Fort Wayne, 
Ind. (quest); W. T. Reece, AMI; N. O. Newcomb III, Cleveland Provision Co., Inc., Cleveland 
(guest); R. N. Heath, Leo Burnett, W. L. Weddell, and Arthur Porter, Leo Burnett Company, Inc., 
Chicago; A. D. White, AMI; Wesley Hardenbergh, AMI; S. E. Todd, Industrial & Development Coun- 
cil, Canadian Meat Packers, Toronto, Canada (guest); Pendleton Dudley, AMI; Norman Draper, AMI. 
Also present at the meeting was Geo. A. Morrell, John Morrell & Co., Ottumwa, la., vice chairman 
of the committee. Two members of the committee not present at the meeting are: George J. 
Buchy, The Chas. G. Buchy Packing Company, Greenville, Ohio. and Carl Weisel Jr. Weisel & 
Company, Milwaukee. 
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BRASS—Here, in two sections, is one of the prime collections of advertising, sales and marketing 
association executives. Left to right: Justin C. McCann, Advertising Club of New York; Eugene S. 
Thomas, WOR, president of Sales Executives Club of New York; Elon G. Borton, president and gen- 
eral manager, Advertising Federation of America; Waite S. Brush, president, New York chapter, 
American Statistical Association; Evans Clark, director, 20th Century Fund; John W. McCaffrey, 
president, New York chapter, Society for Advancement of Management; Carl Haverlin, BMI, presi- 
dent, Radio Executives Club of New York; Alfred Stanford, director, Bureau of Advertising, ANPA; 
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Wroe Alderson, president, American Marketing Association; Earl O. Shreve, president, U. S. Chamber 
of Commerce; H. H. Gould, This Week, president, NY AMA chapter; Hector Lazo, Sunshine Biscuits; 
Franklin R. Cawl, Kudner Agency and chairman of awards committee; Thomas D'Arcy Brophy, presi- 
dent, Kenyon & Eckhardt, chairman, American Association of Advertising Agencies; Paul West, 
president, Association of National Advertisers; Frank Braucher, president, Periodical Publishers Asso- 
ciation, and Cornelius DuBois, president, Market Research Council. This photo was taken at the mar- 
keting awards luncheon of the New York chapter of the American Marketing Association. 


More Help Needed 
as Result of Ads, 
Self-Service Idea 


Denver—When Moe Miller de- 
cided to install self-service meat 
departments in four of his 13 | 
stores, he used his tested feature-_ 
billing - advertising idea—and 
found it necessary to hire more 
butchers than he had before, plus 
girls to do nothing but wrap the) 
cuts in cellophane. 

As the self-service meat depart- 
ment is inaugurated in each of 
the supermarkets, a big advertis-| 


ing splash in the daily papers tells 
the ladies how their cuts will 
henceforth be 
wrapped in cellophane, with price, 
weight and cut marked on the 
package. 


Unlike the usual pack-’em-in 


| food ads, those of the Miller stores, 


placed through Robertson Adver- 
tising Agency here, feature one 
item and devote as much as one- 
half of the page to it. 

A typical full-page ad carried 


a dominant illustration of an ear | 


of corn, headed: ‘“Miller’s Gives 
You the Sweet Talk .. . Sweet, 
Sweet Corn,” and a caricature of 
a boy and girl in the background. 

Another typical promotion was 
that for plums, which occupied al- 
most a half-page, using a head 
“Get the Plums at Miller’s,” large 
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PLUM COBBLER?—Typical of the feature-billing food ads which Moe Miller 

says have doubled his sales, is this full page headed by a plum promotion. 

\3 supermarkets in Denver have about doubled their sales since the 
ads began featuring items. 


Miller's 


individually | 


photos of the can and the plums 
in a dish, the price, and a sugges- 
tion for using them in a plum 
cobbler. 


Sells Combinations 


The stores also use the large-'| 


space feature copy to »stimulate 
inter-departmental _ selling. 
example was the push on “Angel 
Whammy ... World’s Whammiest 
Dessert,” centering on the Miller’s 
bakery product Hi-Q angel food 
cake. Copy also aimed at selling 
Whammy “makin’s,” including 
whipped cream and peaches or 
raspberries. 

To back up the newspaper pro- 
motion, Miller stocks up with an 
excess of merchandise to avoid 
the I’m-sorry-but-we’re-sold-out 
routine. He also sets up special 
store displays, uses window 
streamers and banners and ties in 
the newspaper headlines with spot 
announcements on local stations. 

The stores’ advertising dollar is 
split about equally between radio 
and newspaper, with the Denver 
Post, The Rocky Mountain News 
and the Monitor on the regular 
schedule. 


\o 


July 21-23. Lithographers Na- 
One tional Association, 43rd annual Company 


convention, The Greenbrier, White 
|Sulphur Springs, W. Va. 

Sept. 26-29. Mail Advertising 
‘Service Association, annual meet- 
ing, Bellevue-Stratford Hotel, 
| Philadelphia. 

Sept. 26-29. 
cialty National Association, annu- 
‘al convention, Palmer House, 
Chicago. 

Sept. 29-Oct. 1. Direct Mail 
|Advertising Association, annual 
| convention, Benjamin Franklin 
'Hotel, Philadelphia. 
| Oct. 20-23. Printimg Industry of 
| America, annual convention, Edge- 
water Beach Hotel, Chicago. 
| Oct. 25-27. Association of Na- 
‘tional Advertisers, annual conven- 
'tion, Waldorf-Astoria, New York. 

Nov. 8-10. Southern Newspaper 
Publishers Association, annual 
convention, Soreno Hotel, St. 


The radio advertising | petersburg Fla 
'includes a heavy list of spot an-| / , 


nouncements and four 15-minute) 


Perkins and two newscasts. 

Store traffic and sales at the 
supermarkets have doubled since 
Mr. Miller introduced the feature 
product promotions, and he gives | 
the advertising - merchandising | 
program full credit for the boom. | 
Says he: “We think we have 


}something. The sales results back 
(us up.” 


Dahl Joins Bourjois | 
Norman F. Dahl, for the past 
five years president of Prince 


Matchabelli, Inc., New York, has| 
been appointed assistant general | 


manager and coordinator of mer- 
chandising of Bourjois, Inc., New 
York. 
assistant general manager of Bar- 


&§ 


programs daily, Kate Smith, Ray; Maurice Swan Retires 


After 47 Years with IH 


Maurice J. Swan, purchaser of 
space and materials, has retired 
after 47 years of service with In- 

ternational Har- 


Chicago. 
started as office 


vesting Machine 
Company a year 
before this com- 
pany and other 
leading factors in 
the manufacture 
of farm equip- 
ment were con- 
solidated under 


_ Maurice Swan 


He also has been named | the International Harvester name 


in 1902. Since 1917 Mr. Swan has 


bara Gould, Inc., New York. Prior | been the primary point of contact 


to his association with Prince 
Matchabelli, Mr. Dahl was general 
manager of Lehn & Fink Products 
Company and Dorothy Gray in 
Canada. 


Murphy Promoted 


George H. Murphy, director of 
merchandising of Personal Prod- 
ucts Corporation, Milltown, N. J., 
has been appointed vice-president 
in charge of merchandising and 
advertising of the company. Mr. 
Murphy joined the firm in 1945 
as director of advertising and two 
years ago was elected to the board 
of directors. 


between the publications carrying | 


Harvester’s advertising. 


Instead of naming a successor, 


the company is having press rep- 
resentatives contact key indi- 
viduals in the consumer relations 
department closely identified with 
various advertising and sales 
fields. 


Label Service Moves 


The National Point-of-Sale La- 
bel Service, Inc., Houston, for- 


merly located at 1202 Union Na-| 


tional Bank building, has moved 
to larger quarters at 1112 Prospect 
St. 


Advertising Spe-| 
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Beckett Paper 
Prints Ad Book 
for Centennial 


CINCINNATI — Beckett Paper 
is observing its 100th 
anniversary in an unusually use- 
|ful way: It is sending free copies 
of the book “Advertising and Its 
Mechanical Reproduction” to hun- 
dreds of printers, advertisers, 
|/agencies and libraries. 

| A large majority of those re- 
ceiving the 10x13-inch, 256-page 
‘book will undoubtedly be glad 
|that Beckett chose this means of 
observing its centennial, for the 
‘volume does an outstanding job 
of covering its subject. Further- 
'more, to those not on the com- 
plimentary list, the book costs $10 
—and seems worth it. 

“Advertising and Its Mechan- 
ical Reproduction” was first 
printed in 1931 at $5 a copy, by 
Thomas Y. Crowell Company. It 
was written by the late Carl 
Richard Greer, advertising man- 
ager of the Beckett Company. The 
present volume is revised and ex- 
panded under the supervision of 
Rowe & Wyman Company here, 
agency for Beckett. 

As the title indicates, the con- 
tents cover a wide field. Leading 
men in agency, publishing, radio, 
graphic arts and related fields col- 
laborated in preparation of the 
volume, which is well-illustrated 
with prize-winning ads and other 
|'examples of advertising and print- 
ing work. 

The book contains 22 chapters. 
These lead from a “background” 
article to chapters on the agency, 
on research, general advertising, 
radio advertising, outdoor, direct 
mail and other media to the 
various mechanical phases —ty- 
pography, art, engravings, offset 
lithography, printing inks, etc. 
and a final chapter on selection of 
paper. 

An appendix concerns a histor 
‘of the Beckett Paper Company. 


Schipper Named V.P. 


. J. Edward Schipper, manage 
|of the Detroit office of the Kudne: 
Agency, New York, has _ bee! 
elected a vice-president. He wi! 
continue in charge of the Detroi 
office. 


-KROY Appoints Nelson 


Byron Nelson, formerly accoun' 
executive for ABC in Hollywood 
has been named commercial man 
_ager of KROY, Sacramento. 
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; : \delphia, Red Heart has come up 
Pp I a e pD ld, pe to first place, put is closely 


Omaha Buying 


CHICAGO—Two more “Consumer 
Analysis” studies—those for Oma- 
ha and Philadelphia—have just 
been issued, affording advertisers 


of 
ith 


women cigaret smokers in Phila- 


delphia is 46.7% 


Cigaret Leadership Varies 


three cities, General Foods’ | 


The analyses show close to 70% 
men smoking cigarets in all 
ree cities. The percentage of 


and in Omaha 
34.3 (both about the same as last 
followed by another new chal-|year—whereas Milwaukee women 
lenger—Rival Packing Company’s | smokers gained from 34.9 to 37.6% 
Rival dog food. In Milwaukee, Red |in one year). 

Heart is first and Rival second. In 

all 


2 : \Gaines has dropped, as have Al- | 
da | | er bers Milling Company’s Friskies 


and Kellogg’s Gro-Pup. 


Philadelphians prefer Chester- | 
fields: 31.4% of men smoke them | classifications, with figures for the | 
and 37.8% of women. Camels take| past three or four years; 
second place and Lucky Strikes|the number of home owners and 
third. In Omaha, Chesterfields are |job breakdowns; show where and 
third (19.6%) among men smokers|when various types of groceries 
and second (23.1%) among women; 'are bought, and cover many other 


Camels lead slightly over Luckies 
lead 


among men, and Luckies 
In both cities, fewer men smoke 
cigars than a year ago. 

The studies cover foods, sdaps, 
toiletries, beverages, appliances, 
autos and 


subjects of interest to marketers. 


| Each study is free to agencies, ad- 
strongly among women smokers. |vertisers and distributors. 


many other product) 


show | 


(Simpson-REILLY, itp.) 
Publishers Representatives 


SINCE 1e26 


LOS ANGELES GARFIELD BUILDING 
SAN FRANCISCO RUSS BUILDING 
\ SEATTLE NEW WORLD LIFE BLDG.) 


and agencies another chance for 
important comparisons of compet- 
ing brands in many lines of prod- 
ucts. 

The studies are those prepared 
mainly on the basis of question- 
naires by the Omaha World-Herald 
and the Philadelphia Bulletin. The 
World - Herald has printed three 
previously, the Bulletin two. Both 
follow the Milwaukee Journal an- 
alysis pattern (AA, May 24) and 
can be compared closely with that 
and nine other such analyses. 

The Omaha and Philadelphia 
studies reveal interesting figures 
that are not, in some cases, cov- 
ered in the recent 25-year “re- 
cap” issue for Milwaukee. For | 
example, the two latest consumer 
analyses show how margarine | 
sales—particularly those of the 
Delrich package containing a color 
capsule-— have increased greatly 
since 1947 at the expense of but-| 
ter sales; the Milwaukee study did 
not cover the subject. » 


Delrich Leads in Omaha 


In Omaha, about as many fam- | 
ilies (69.3%) are buying margarine 
as butter (70.8%), whereas a year 
ago 59.3% bought margarine and 
96.9% bought butter. While mar- 
garine sales in Philadelphia have | 
increased greatly (from 30.2% to. 
43.1% in a year), 89.9% still buy | 
butter (against 97% a year ago). 
Cudahy’s Delrich has jumped from | 
less than 1% to 15.5% in use among 
families in Philadelphia and is 
now third in its field; in Omaha 
it is up from 8.7% to 25.9% and 
has replaced Swift’s AllSweet in 
first place. 

One new part of the Omaha 
study shows 6.8% of families buy 
canned baby meats—99.0% of 
these naming Swift’s. 

In both Omaha and Philadel-| 
vhia, Gerber baby foods dominate 
the field, in each city down slightly | 
from 1947 but holding rather | 
steady. In each city, Heinz baby | 
foods are gaining strongly. 


Instant Coffee Varies 


Where the Milwaukee study | 
showed instant coffee sales down | 
irom 1947, the product continued 
‘0 make gains in Omaha and, 
Philadelphia, but with a difference: 
12.2% buy it in Omaha against | 
42.4% in Philadelphia. 

Sales of the highly competitive | 
dog foods show interesting varia- | 
‘ons. In the first place, fewer | 
people seem to own dogs than a. 
year ago. In Omaha, 32.6% of 
families have a dog (36% in 1947); | 
n Philadelphia 23.5% are dog) 
Wners (27.7% in 1947) and in| 
Milwaukee 22% own dogs (22.4% | 
1 1947). 

Swift’s Pard leads the prepared | 
anine foods in Omaha, although | 
Ss sales are off from last year, 
nd =Doyle Packing Company’s | 


Strongheart is fast approaching 
Pard sales. Morrell’s Red Heart | 
‘ third—and gaining. In Phila- | 
° 
remember 
Business 


FLOWERS 


She Wobons OUP eucry hil 
‘a their fea! 


For this different magazine hand-picks an audience of 
wholehearted homemakers—only. How? By writing 
about homemaking—and nothing else. What's more, 
these folks have the highest incomes of any mass-maga- 
zine readers. They've money to spend. And they're 
always reading with an eye to home improvements. 


Today the Wilson family add a new easy chair to their 
living room. Tomorrow it’s a cabbage-rose chintz for 
the bedroom. An automatic dishwasher for,the kitchen, 
or gala groceries for a party. For with the Wilsons, home 
is always the object of their affections, their dreams, 
and their spending. 

Any home-product advertiser will find he sells more 
goods if he talks to the Wilsons. And he gets a direct 
line to the Wilsons (along with 2,600,000 other home- 
minded families) in The American Home. 


That’s why Starch ratings are so terrific for American 
Home advertisers. That's why, too, our advertisers’ 
coupon and booklet returns are in a class by themselves. 
Let us show you the figures. 


Read and re-read by the Wilsons and 2,600,000 
other families with a consuming interest in their homes 
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Sales Execs See Little =: 
Threat of Unionization 


appliance selling through utilities. 
Charles S. Stock of Moline re- 
ported good morale in manufac-| ynionization.” 
To the question, “How would|turing, but did not comment on 
and retailing. He) 
knew of no salesmen’s unions in| 
and four fair, and one—in New | that area. 
R. Lehr of Quincy found a 
facturing, in their areas. Nineteen | mixed trend: 


(Continued from Page 1) 
Pennsylvania, Texas (4) and) 
Utah. 


you describe the general morale 


of salesmen?” 26 found it good 


Haven—found it poor in manu- 


poor in wholesaling; 15 good, 10| jing, poor in retailing. 


fair and four poor in retailing. | 


One did not comment on whole-|that “as far as Evansville and the 
saling and retailing morale. One |trj-state area are concerned we 


club (St. Louis) added “services,” | 
and reported morale in this field | 
as generally good. 


| 


Morale Varies 


L. C. Oviatt of San Diego found | 
salesmen’s morale good in manu- 
facturing and retailing; fair in 
wholesaling. He noted gradual 
growth in the unionization trend, 
but said that this is confined to 
sales drivers only, He cited the 
importance of adherence to the 
NFSE sales managers’ creed in| 
combatting union growth. 

Charles Goldberg of Denver 
noted morale fair in manufactur- 
ing and wholesaling and good in 
retailing. The most effective meth- 
ods employed by individual com- 
panies in that area to strengthen 
salesmen’s morale are “paying 
highest possible wages and 
bonuses.” 

Eben Haskell of New Haven re- | 
ported poor morale among manu- 
facturers’. salesmen and fair in 
wholesaling and retailing, but he 
did not give reasons. 

E. F. Schumacher of the Wil- 
mington Club said that “‘there are 
no salesmen’s unions, as such, in 
this area. Some so-called driver 
salesmen are organized, but they 
belong to truckmen’s or chauffeurs’ 
unions.” 


| 


No Development 


J. S. Bartlett, Washington, noted | 
simply that salesmen’s morale | 
there is good and there has been | 
no development of a unionization 
trend. 

Carl Sorby, Rockford, IIL, said | 
morale in that area is good in | 
manufacturing, fair in wholesal- 
ing and retailing. He noted a 
sharp decline in unions engaged in 


Tie Up Your Sales Ability 
With The Bastian Line-, 


Readily Saleable Year in, Year Out | 


people im your community, and the || 
straight commission compensation || 
means NO CEILING on your earnings! 


You'll join a group of sales representa- 
tives, most of whom have been with us 
for a goodly span of time. We’re rather | | 
proud of this minimum of turn-over. It | | 
proves we're not a moss-back organiza- 
tion, not too hard to get along with, and 
that we all enjoy working together. 


Bastian Bros. (AAA-1 rated), top leader 
in its field, employs 500 skilled workmen 
and is nationally represented. Every busi- 
ness is a prospect for a Bastian product. 


We make point-of-sale displays and 
signs; advertising specialties; name 
ea for manufactured products; cellu- 

d and metal buttons for political cam- 
paigns and unions; convention badges; 
employee service and safety award em- 
blems ; manufacturers’ parts; calculat- 

$ i et rs; anything 
im plastic sheets or to 13’ in die-struck 
metal, etc. 


sentatives maintain much better than 
average standard of living i 
times and bad! + Se oe 


If this arouses your interest, we would 
like to hear from you. Write nny today! 


BASTIAN BROTHERS COMPANY 
2850 CLINTON AVENUE, N. ROCHESTER N.Y. 


have never had any indication at 
salesmen’s union. 


J. Rudolph Guidroz, New Or- 
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|bonated beverages, dairy prod. 


This leans, and H. S. Weisman, Shreve- ucts, and department stores. Par. 


question has never come up for port, La., both reported no union | ticularly, “the route salesman who 


discussion there. “It is possible that 
we are ‘riding for a fall’ in this |also found morale good in manu- | 
respect,” Mr. Brentano added, “but facturing and wholesaling and fair | ization.” 
I doubt it. . . Most business organ- jn retailing. Mr. Guidroz, however, 
izations in this territory have had | noted a need for “better super- |that salesmen’s morale is prevail- 
- and vision, working conditions and in-|ingly good, and that there has 


|good personnel relations. . 
there is very little reason to fear | centives.” 


Improvements Needed 


Elmer R. Kreuger, Indianapolis, far as we can see now,” and he 


movement in that state. Both 


J. Paul Hoag, Boston, found “no 
union activity of any kind among 
salesmen in the Boston area—so 


|found morale good in manufactur- noted salesmen’s morale as gen- 


,ing and wholesaling, fair in re- |erally good. But Edward J. Ryan, 


. : good morale in |tailing. Unions have been active | Springfield, Mass., rated the mor- 
found it good, 10 fair and one manufacturing, fair in wholesal-|in retail foods and among bakery ale of salesmen for manufactur- 


‘help to check union growth. 


/'wagon salesmen. He believes that ers only as fair and of salesmen 
Alan Brentano, Evansville, said |“an assured base income rather for wholesalers and retailers as 
than straight commissions” would poor. Mr. Ryan reported unioniza- 


tion gains among salesmen of car- 


delivers his goods from a truck 
leans heavily toward union- 


| Fred A. Kaiser, Detroit, replied 


| 
i 


been a gradual decline in the 
unionization trend. While some 
gains have been made by unions 
in automobile retailing, these 
|have been small .n “general man- 
| ufacturing.” 


Retail Drug Unions 


Lynn F. Woolman, Kalamazoo, 
Mich., noted no salesmen’s unions 
in his area. 

P. S. Nightingale, Minneapolis, 


|said that union activity is declin- 


- PARTIAL LIST 
OF CONTENTS: 


Why business paper readers 
are different. 


Can short copy “tell all”? 
And does long copy get high 
readership? 


When to go after inquiries, 
and when not to. 


How to advertise when you 
think you have “nothing to 
sell.” 


High readership versus the 
highly selective appeal. 


Helping your readers solve a 
problem; showing them “how 
to do it;” giving them ideas; 
promising a benefit — and 
proving it. 


What to say to dealers when 
you’re entering a new field. 


Tailoring a consumer theme 
“to the trade.” 


Why your sales objective (i.e., 
what you want) should not 
dominate your advertising 
approach. 


Can copy be “pre-evaluated” 
for high readership? 


What are the four basic steps 
in creating “Copy that Clicks 
—with readers”? 


y 


that Clicks’ 


with readers, that is! 
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The union trend has moved 


ing. 
into retail drugs but “they are not 
going to make a drive for all re- 


tail clerks.” Individual companies 
there are adjusting wages and im- 
proving personnel relations 
curb the trend. 


to | 


that it was unchanged. Most union 
gains were noted in automobiles 
and industrial insurance and in 
some forms of retailing. 


Club Members Reply 
Income (23) was ranked first by 


George C. Smith, president, and |the St. Louis executives as the 


Charles R. Frederick, director, of 
the Sales Managers Bureau of the 
St. Louis Chamber of Commerce, 
handed AA’s questionnaire to a 
group of sales executives who 
were attending a round table 
meeting. In manufacturing, 16 
found morale good, five fair; in 
wholesaling, 10 good, five fair; in 
retailing, five good, three fair; 
in services, 14 good and four fair. 
Eleven of this group noted a grad- 
ual growth in salesmen’s unions 
in the past two years, but 34 said 


|by security, 
|tions, 14. Morale-building meas- 


reason for union growth, followed 
19; working condi- 


ures taken there have included 
cost-of-living increases, bonus or 


| profit-sharing plans, pensions, ade- | 


quate recognition, better super- 
vision, and conversion from 
straight commission to salary and 
bonus plans. 

Joseph T. Bellew, secretary of 
the Eastern New York Federation 
of Sales Executives, Albany, re- 
plying for Wilbur A. Bean, presi- 


|time available, 


dent, reported that he submitted 
copies of the questionnaire to the 
club’s 56 members. In the short 
15 replies were 
received. 

Nine of these executives said 


morale in manufacturing in that 


area is good, four found it fair; 
eight reported good, five fair in 


wholesaling; seven good, eight fair | 


in retailing. Three noted gradual 
|growth, two gradual decline and 
nine “unchanged” in unionization 


trend. Most union gains were 
found in automobiles, clothing, 
furniture, textiles and_ retail 
stores. 


Income and working conditions | 


were mentioned most (by four 


each) as principal reasons for | 
union expansion. One each re- 
plied “security,” “high pressure 


management,” “fringe benefits,” 
and “rabble rousers.” 


One Does Nothing 


Four each in this group cited 
“adequate compensation” 
“closer and more extensive labor- 
/management relations” as meas- 
ures adopted by individual com- 
panies to forestall union growth. 
Two noted 
One each, “company 
clubs;” “anticipating 
and meeting them beforehand;” 
“fair opportunity for advance- 
/ment.” 

One said that his company had 
“done nothing” in this direction. 

Albert E. Ritchie, Buffalo, re- 
plied that most union gains have 


employe 


|been made in foods, automobiles | 
least gains in| 


and retail stores, 


A whole volume of case-histories 
to help you do a better job 
of business paper advertising 


and wt’s yours for the asking! 


If you remember ABP’s famous “Tell All’ 
book, and, more recently, “Hit the Road,” you 
can skip the rest of this copy and just clip 


the coupon. 


For this book is a sequel — and that should be 
enough for anybody who has read ABP’s two 


earlier volumes. 


Like them, “Copy that Clicks” has only one 
purpose —to help you do a more effective job 
of business paper advertising. It doesn’t pre- 
tend to spell out the final word on the subject, 
nor does it lay claim to any unsupported 
theories. But it does offer you a collection of 
“success stories’ —and an honest appraisal 
of the objectives and techniques that made 


and | 


“proper recognition.” | 


demands | 
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drugs. Measures which individ- 
ual Buffalo area companies have 
adopted to curb the union trends 
include “facing the facts; paying 
incomes for work done,” and giv- 
ing salesmen security benefits 
|which other employes receive. 

Charles C. Waters found morale 
generally good and no union trend 
in the Elmira, N. Y., area. So 
did Howard A. Schumacher of 
Rochester. 

O. G. Sandbo, Columbus, said 
ithat “I only know of one group 
|organized and they sell potato 
\chips.” He found morale in all 
fields there generally good. 


| Some Ohioans Disagree 


Other Ohio replies, however, 
disagreed somewhat. W. F. Switzer 
of Dayton reported morale good in 
manufacturing, fair in wholesaling 
‘and retailing, and no union trend. 
-H. C. Knepper, Toledo, rated man- 
'ufacturing morale good, whole- 

_saling fair, retailing poor. Toledo, 
‘he added, has experienced a grad- 
‘ual growth in salesmen’s unions, 
| specifically in insurance and retail 
‘stores, the principal reason being 
working conditions. 

| Individual Toledo area com- 
panies have improved morale, Mr. 
Knepper explained, by suggestion 
| systems; “meetings for the sales- 
;men where they are free to air 
| their complaints;’ “promotion 
ifrom within;” “fair compensation 
/and proper expense reimburse- 
;ment,” “a sales manager that 
| works along with his men.’ 

Salesmen’s morale in Oklahoma 
|City was described by Robert R. 
|Sesline as good, with no real 
| change in trend, but some union 
'gains among driver salesmen, “or 
common carrier salesmen,” and in 
industrial life insurance. Mr. Ses- 
'line said that individual companies 
/have strengthened salesmen’s mor- 
~ by “fair practices as set out in 

the Salesmen’s Creed” as pro- 
posed by Paul Heyneman of San 
| Francisco, 

Mr. Heyneman is chairman of 
the NFSE’s employe relations com- 
| mittee. 


_| Meat Packing Is Unionized 


If you’re a copywriter, an agency exec, or an 
ad-manager, this book is for you. The coupon 
below, or a note on your company letterhead, 


will bring your copy by return mail, compli- 


these advertisements click with readers. 


ments of ABP. There’s no obligation, of course 
—except maybe to yourself! 


THE ASSOCIATED © 
BUSINESS PAPERS 


An association of 137 independently owned and operated 
business papers. Membership is confined to business papers 
entered under second class postage and audited by the 
Audit Bureau of Circulations. Members of ABP subscribe 
to a code of high editorial, advertising and circulation 
standards, and pledge themselves to deliver publications 
worthy of the subscriber's money and the advertiser's 
investment. 


—_———_—se eo 


zs 
THE ASSOCIATED BUSINESS PAPERS, INC. 
205 East 42nd Street, New York 17, N.Y. i 
Please send me a free copy of “Copy | 
that Clicks.” 1 
I 
NAME 
COMPANY 
TITLE or FUNCTION 
| 
ADDRESS 
| 
city __STATE 1 
j 


W. Craig Chambers, Pittsburgh, 
found western Pennsylvania sales- 
men’s morale uniformly “fair.’”’ He 
mentioned, however, only one 
salesmen’s union functioning there 
|—in meat packing. 

Sterling Sasser, Austin, Tex., 
pointed out that salesmen’s unions 
“have not been organized in this 
territory,” and Randolph C. Reed 
knew of no unions operating in 
Beaumont. However, Mr. Reed 
rated manufacturing and whole- 
saling morale only as fair and re- 
tailing morale as poor. He em- 


Write a letter 
to yourself 


If you ever addressed a letter to your- 


self, and then opened it in the morn 
ing mail, could you stand the shock? 
Letterheads need repair every five 
years! Your present stationery actu 
ally represents less than 4% percent 
of the cost of every letter you write. 
A well-designed, engraved letterhead 
pays for itself in new prestige and 


profits. To firms using 5,000 or more 
letterheads a year... write for your 

| free copy of “Letterhead Logic’ on 
your business stationery. 


r.on HILL, NC, 


Engravers and Thermographers of 
Important Business Ambassadors 
LETTERHEADS e BUSINESS CARDS 

ANNOUNCEMENTS 


, 270-A LAFAYETTE ST., NEW YORK 12, N. Y. 
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phasized that “‘salesmen’s income | 
is the forgotten item in today’s|or well being (is) prejudiced by | 


business.” 


Advertising Age, July 12, 1948 


A salesman whose health 4 Boo | contains no harsh or harmf,y) 
‘To National Match k Fluorescent Soap chemicals,” Beach declares. 7 


George J. Heitz, formerly assist- | The James Thomas Chirurg 


the nervous tensions involved in| ; “| 
Ben Smith knew of no sales- his work shail be given such re- | 8 90 Se Oenene Puaeeen me for Laundry Bows Company, Boston, is working out 


men’s unions in San Antonio, but | lief as may be possible. named promotion director of Na- 
“12. Pressure to achieve results |tional Match Book Advertising, Soap Company here is marketing Fluorium. 
in beverages and foods in Houston. |shall be of a constructive nature, |Inc., Chicago. George W. Mulroy,|_ new laundry product that im- 

Both said morale in their areas is | avoiding the use of ‘fear’ psychol-|formerly with The American| 
prevailingly good. Mr. Smith, how- | ogy. 
ever, cited the need for offering | 
salesmen “future opportunities.” | salesmen shall be held down to a| 
minimum and its value clearly jus- 
Houston companies have strength- | tified. 

“14. A salesman with a griev-| . Paes through use. 


Paul G. Morris found them active 


Mr. Morris said that individual 


ened relations with salesmen by 


“13. Paper work required of | representative, and Luke P. Wals 


|ager of Transitads, Inc., has been 


LAWRENCE, Mass.— The Beach| Plans for long-range promotion of 


| hie, hes b int , parts a lustrous “fluorescent” 
Weekly, has been appointed sa h. finish to fabrics. Called “Fluor- Du Pont Promotes Three 


formerly with the Federal Hous-|ium,” the material is said to Leslie B. Gillie, assistant direct- 
or of industrial sales in the plastics 


ing Authority, assistant distribu-| whiten fabrics and to brighten department of E. I. du Pont de 
| tion director. colors that have been dulled! Nemours & Co., has been promoted 
to director of industrial sales, suc- 


revising compensation methods,|ance shall be provided with a|McCandless Names V.P.s | “The effect of Fluorium is to|ceeding William A. Joslyn, who 
by better sales education, and im-| simple means of stating it. Any| freq T. McCain Jr. and Hal|PUt luster and sheen into goods, will retire July 31. Edward J. 


provement in sales techniques. 
Creed Has 14 Points 


No salesmen’s unions appar- 
ently are operating in Utah, re- 
ported James L. Schricker of Salt 
Lake City. 

The Sales Manager’s Creed, pre- 
pared by the National Federation 
of Sales Executives, covers 14 
points to which all member exec- 
utives are asked to subscribe: 

“1. All salesmen shall receive 
fair compensation during their 
initial or subsequent training peri- 
ords.” 

2. Salesmen shall be consulted 
and given reasonable notices in 
changes of territory or functions. 

“3. Earnings of commission or 
bonus salesmen shall be unlimited, 
unless otherwise specified at the 
time of their employment. Should 
basic changes in a business justify 
modifying this policy,” salesmen 
will be advised jn advance. 

“4. When evaluating the ability 
of salesmen, conditions beyond 
their control, such as differences 
in sales potentials of territories, 
shall be given full consideration. 


Comparable Inducements 


“5. Salesmen shall be offered 
the same vacation, job or income 
security’ as other company em- 
ployes in comparable positions. 

6. “House” or “no commission” 
accounts shall be “clearly defined 
in advance of solicitation. 

“7. Salesmen’s expense reim- 
bursement policies shall be uni- 
form,” after consideration of vari- 
ations in conditions. 

“8. A sharp distinction shall be 
drawn between salesmen’s earn- 
ings and expense allowance, and | 
any system which affords sales- 
men either a substantial profit or | 
loss on expense accounts. . 

“9. Salesmen shall be given a 
contract, agreement or letter cov- | 
ering their conditions of employ- 
ment. . . 


Relief for Tension 


“10. If quotas are used they | 
shall be based on reliable, seasoned 
personal evaluation of accurate 
and adequate criteria, and sales- 
men should know how their fig- 
ures have been determined. 


Our customers 
come back for more. 
Guess they like us! 


FINE OFFSET PRINTING 


The Veritone Co., 57 W. Grand Ave., Chicago — 
Telephone Whitehall 5957 


Pechin, manager of plastics ad- 


such statement shall be promptly! yan Klau. former! making them brighter than when st 

; | : y with Abbott - vertising, and P. Willard Crane 
considered and answered no mat- | Kimball Compan y, have nad belly me = bin more peter oe sales manager, have — 
ter where the salesman may be/named vice-presidents of Mc- Cloth is laundered wit uorlum, | named assistant sales directors re- 


Candless Agency, Chicago. |the whiter and brighter it gets. It| porting to Mr. Gillie. 


a. . from an 1894 sneeze.... 


SICTCTICE 


Oe te A A Ne ne ee on rere nen 


« Unstrated * 


Things happen fast in the pages of SCIENCE illustrated — just 
as you'd expect in the one magazine that meets the mounting 
need for complete, lively news of what people are doing for 
people in the world of science. 


ACTION is the word for it—from an intimate glimpse, 
through Edison’s own eyes, into the kinetoscope infancy of the 
movies, to a picture-report on GE experiments with air tur- 
bulence at 10,000 miles per hour . . . from a photo-dispatch on 
science at work under Haganah’s guns in Palestine, to new 
strides against cancer and polie. SCIENCE illustrated for July 
delivers all this and more in a single issue. 


Naturally, editorial action as exciting as this provokes cor- 
responding reader-action. Circulation, starting at scratch 


A McGraw-Hill Publication 
New York * Chicago * Cleveland * Philadelphia 


Detroit * San Francisco * Los Angeles * Boston * Atlanta 


Edison diary, never before published, throws new 
light on pioneer experiments which launched the 
movies = including this epochal sneeze sequence. 
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Advertising Age, July 12, 1948 


90.9% of ‘Esquire’ 
Readers Are 
Elbow-Benders 


New Yorxk—One thing you can 
be sure of is that Esquire sub- 
scribers number few in the tee-| 
totalers’ club. 

The latest Esquire master quiz 
taken among 10,000 subscribers 
reports that 90.9% of Esquire fam- 
ilies serve alcoholic beverages and 
in 93.2% of these families the 
men lug the bottles home to the 
cupboard. No wonder 26.7 pages 
is the average of liquor advertis- 
ing found in Esquire each month. 

Last year Esquire carried 8,445 


lines of liquor editorial, according 
to the Lloyd Hall editorial analy- 
sis, and in Adgust you gentlemen 
who like to bend an elbow now! 


Joins ‘Popular Science’ 


James A. Nolan, former vice- 


president of the Criterion Adver- 


tising Company, 


New York, has 


and then will find an interesting| been appointed eastern advertis- 


20-page supplement in Esquire 


'ing manager of Popular Science 


called the Esquire Liquor Intelli-| Monthly, New York. Before join- 


to Drink Like a Gentleman” and 


'gencer. Such information as “How | ing Criterion, Mr. Nolan was west- 
(ern classified advertising manager 


“What and When to Serve” wil] |0f the American Telephone & 


guide the reader who indulges. 


Joins Mutual Life 

Robert P. Clarke Jr., formerly | 
with Badger & Browning & Her-| 
sey, has joined the public rela- 
tions division of Mutual Life In- 
surance Company, New York, as) 
assistant to Russell V. Vernet, di- 
rector of advertising. 


'Telegraph Company. 
| 


| Buckley Joins Guardian 


John A. Buckley Jr., formerly 


Com- 


pany of New York, has joined the 
home office staff of Guardian Life 


|of America, New York, as sales 


promotion assistant. 


Drops Ad Department 


| The advertising and publicity 
|department of the Minnesota Ap- 
|parel Industries, which handled 


the publicity of 15,000 Upper Mid-| 


west clothing manufacturers, | 
wholesalers and retailers, has been | 


disbanded by decision of the 
|group’s board of directors. Gene- 
'vieve Hagen was advertising and 
publicity director. 


‘Adds Gaylord Products 


; ic] Small & Seiffer, New York, has | 
in the advertising department of|been appointed to handle adver- | 
the Mutual Life Insurance 


tising of all Gaylord and Gaylord- 


Shelton products, made by Gay- | 


lord Products, Inc., New York, 
manufacturer of Gayla bobby pins 
jand other hair accessories. 


. .. to supersonic airspeeds . . Reais 


in 1946, now averages over 


532,000 net paid*—and these 


readers are remarkably active individuals. According to ex- 
tensive new research, they show a positive plus in living 
standards, buying habits, and plans-to-buy, compared with 
their neighbors who do not read SCIENCE illustrated. 


Naturally, too, all this action is exciting to advertisers. 
Some 35% more advertisers are putting these active pages to 
work today than a year ago. And they are enjoying, for the 
balance of 48, the extraordinary economy of rates based on a 
400,000 guarantee — with a whopping bonus of over 130,000. 


Wouldn’t some upward activity look good on your sales 


charts? Here is where that kind of action starts. 
*Interim ABC, First Quarter, 1948: 532,622 average net paid. 


Y — pe 
“SCVETIC? 


SME CAE rge 


WMA YOUR B00 AND SLEEP 
mane 


” 
, 


Yi) 


GE scientists are studying air turbulence prob- 
lems in a special water tank that stimulates air 
flow conditions far beyend the speed of light. 


$1 


CREATIVE 
MEN 


work faster, better . . . 


when they follow this 
9-POINT 

“TECHNIQUE FOR 

PRODUCING IDEAS" 


This remarkable 6l-page book b 
James W. Young, Senior Consultant 
of J. Walter Thompson, is worth its 
weight in uranium to every man who 
must produce ideas. Gives you the 
positive 5-point program used by one 
of the highest paid men in the agen 
business, for developing ideas that sell. 
Acclaimed as the biggest little book 
ever written for advertising men, now 
in its fifth big printing. A must for 
you if you are a creative man. $1.00 
on 10-day money-back guarantee. 


INSPIRATION FOR EVERY MAN 
IN THE AGENCY BUSINESS 
“The Diary of an Ad Man” 


(The Jim Young Classic) _ 


A prostient volume for the man who 
is broadening his horizons in the ad- 
vertising business. As Victor 0. 
Schwab says, “a book about business 
which emits flash after flash of pene- 
trating insight ... day by day guid- 
ance . pithy case-history exyeri- 
ences . .. usable suggestions.” .. . 
In all, 578 diary entries made during 
trying times, any one of which may 
suggest a solution to your current 
problems. $3.00 on 10-day money-back 
guarantee. 


GUIDANCE IN INDUSTRIAL 
ADVERTISING MARKETING 
AND PUBLISHING } 
“Teacher of Business” 


What were the ideas and ideals that 
underlie the impressive success of 
McGraw-Hill? Here is the whole in- 
spiring and useful story, in the words 
of the late James . McG 

with an introduction by G. D. Crain, 
Jr., publisher of Industrial Marketing, 
Advertising Age, etc. A basic book fn 
the library of every man who writes, 
edits, sells, or promotes in the busi- 
ness or industrial fields. $1.00 on 
10-day money-back guarantee. 


HOW TO SET UP AND RUN 
A PROGRAM FOR SALESMEN 
“Successful Sales Training” 


By Eugene Dynner 


Here is the complete, practical, and 
usable outline of the proved method 
for (1) getting new salesmen into high 
gear quickhy, (2) developing a uni- 
formly good performance ttern, (3) 


making each man pay off in higher 
average production. An _ easy-to-use 
program for sales managers who want 


more results starting now. $2.00 on 


10-day money-back guarantee. 


Order any or all of 
these books on 


10-DAY MONEY-BACK 
GUARANTEE 


The above books have been carefully 
selected for their value to advertising 


and marketing men, and thousands 
have been sold. So see for yourself— 
just send us your check to cover the 


cost of the volumes you select... . 
Read and examine them for 10 days, 
and if not delighted, simply return for 
money back. 


ADVERTISING 
PUBLICATIONS, 'INC. 


102 E. Ohio St. Chicago 11, Ill. 
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Woleeco Candy Bar 
Widens Distribution 


In a sales campaign through 
Advertising Distributors of Amer- 
“ica, supported by an advertising 
campaign in newspapers and se- 
®lective (spot) radio through Ben- 
"nett, Walther & Menadier, Boston, 
‘Washburn Candy Company, Bos- 
‘ton, 
about 70% 
_leeco, a 10-cent candy bar. . 
$ Selling “off-car” 


j in Providence, 56% 
73% in Boston. 


*sylvania it averaged 80% 
‘ lentown, 


‘ completed. 
. Publication Moves 


Western Confectioner Ice Cream | 
Occidental | 
Publishing Company, has moved 
to 4328 Sunset Blvd., Los Angeles. 


News, published by 


has gained an average of 
distribution for Wo- 


for cash, and 
. covering every possible outlet, re- 
ported -C. R. Baines, chairman of 
*ADA, 80% distribution was gained 
in Hartford, 
In the northern 
New York area distribution ranged 
“between 50% in Buffalo to 70% in 
‘Utica, and in northeastern Penn- 
in Al- 
Wilkes-Barre and Scran- 
*ton. Further plans have not been 


s and space 


HELP WANTED 
EXPERIENCED 
AGENCY COPY WRITER 
Excellent opportunity for thorough- 
ly capable copywriter in aggressive 
Chicago agency. Write in confidence 
giving age, experience, salary de- 


sired. 
Box 9666, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


AGENCY ARTIST, Swell opportunity 


for progressive young artist who 
likes layout and typography — but 
he’s gotta do finished too. Small city 
4A agency midwest handy to Chi- 
cago. Industrial and consumer ac- 
counts. Write: 

Box 9653, ADVERTISING AGE 

__100 E. Ohio St., Chicago 11, Ill. 

COMMERCIAL PHOTOGRAPHY 


Exceptional opportunity for experi- 
enced salesman with following for 
one of the country’s leading com- 
|mercial photographers. Drawing 
against liberal commission. Our men 


know of this ad. 
Box Ad. 112, 113 West 42 St. 
NYC 18, N. Y. 


| EE 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered. 
S5 N. Wabash, Fra. 0115, 


Walter Lowen 


PLACEMENT AGENCY 
° 
rters since 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


Executives © Copy © Art @ Office 
Public Relations 
Please write briefly outlining 
cific experience or 
420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


our 
needs. 


ADVERTISING PROMOTION 
MANAGER 


some ex- 


Young man with 
equip- 


perience in lighting 
ment or electrical industry 
and preferably some _ experi- 
ence magazine publishing. 
To handle advertising solici- 
tation for new publication in 
| lighting field. Also sales pro- 
| 
| 


in 


motion of other publications. 


Please write giving qualifi- 
cations and salary expected to 
A. D. Hinckley, Executive Sec- 
retary, Illuminating Engineer- 
ing Society, 51 Madison Ave., 
New York 10, N. Y. 


ADVERTISING & PUBLISHING 


ALL TYPES OF POSITIONS 
| Sales—C reative—Executive 
Consult our H. R. Hazard 
GEORGE WILLIAMS CO.—Personnel 


. | PUBLICATION REPRESENTATIVE 
needed for Chicago 


Old established publisher of leading 
trade papers is looking for a good 
Chicago representative, a man now 
earning around $7500 a year and 
ambitious to earn more, who has 
been located in Chicago for some 
time and who understands space 
selling without high-pressure tactics. 
The Representative we want should 
know Chicago agencies and space 
buyers. This offers an excellent, per- 
manent position for the right man. 


In answering, tell us all about 
yourself and enclose photograph. All 
replies will be kept in strictest con- 
| fidence. 

: Box 7108, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


De ee eee em one 


ae. 


All Around Publishing 
& Public Relations Man 


Over 25 years of experience in Edi- 
torial, Advertising, Circulation, Man- 
agement, Production and Promotion 
on technical, agricultural, mechanical 
and general magazines. Also publicity 
and public relations over a wide 
scope. Age 49 (family man). Broad, 
scientific college background sup- 
ported by practical experience in 
| many fields and kept up-to-date by 

continuous study and research. A tire- 
| less worker and an excellent supervisor. 
| An invaluable “right hand man” for a 
| 


“a <—- 


busy publisher or executive in any 
field. Now employed as TOP MAN 
with leading technical magazine pub- 
lisher. Seeking new connection, offer- 
ing broader opportunity for applica- 
tion of experience and ability. Owns 
New York home, but will consider any 
other jiocation if opportunity warrants. 


Box 7109, ADVERTISING AGE 
| 330 W. 42nd St., New York 18 N. Y. 


| 209 S. State St., Har, 2063, Chicago 


/EXCELLENT OPPORTUNITY FOR 
CHICAGO ACCOUNT EXECUTIVE 


capable of managing Chicago Ad- 
| vertising Agency Office with billings 
lover $1,000,000. Several other offices 
| throughout the country with impor- 
tant accounts have made this Agency 
nationally known. Please write com- 
plete details regarding your experi- 
ence, accounts now being handled, 
etc. All staff members of this Agency 
| have been notified of this ad. 

Box 9660, ADVERTISING AGE 

| 100 E. Ohio St., Chicago 11, 1. 


| WANTED — Public Relations Map. 
| Immediate opening for man between 
| 30 and 35, who has ideas, can write, 


and who can follow through on 
|plans for local, territorial, and na- 
|tional public relations programs. 


Opening is in well-established public 
relations division of medium-sized 
| A.A. A.A. agency in mid-western city. 
Right man can work into director- 
| ship, a nice spot to be in. Write in 
detail, enclose snapshot, and indicate 
starting salary requirements. 

Box 9661, ADVERTISING AGE 
100 FE. Chicago 11, Ill. 


Ohio St., 


Chicago | * 


a _ HELP WANTED 
LOGSDON PERSONNEL 
Female retail copywriter....... 


Hard & soft lines & fashion 
Woman-food writing ......... Open 
Prod. & layout 
A-1 Seer’y & Copywriter........ S285 
Exp. media woman............ Open 


To handle outdoor & news space 
Exp. revamp artist y 
Revamp artist 

With mail order exp. 
Fashion & society writer....... $200 
With nspr. backed. (College grad.) 
19 W. Jackson_ Bivd.—Har. 5400 


Advertising & Sales Promotion Man- 
ager—-an excellent opportunity fora 
young man to become associated 
with manufacturer of road-building 


and material-handling equipment. 
Must have background in this in- 
dustry and knowledge of all phases 
of advertising. Office and factory 
located near Chicago. Please furnish 
complete details. Write: 

Box 9665, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, ii. Til. 
Account Exec.—Food Exp... . . 87,500 


Advt’g, Production Ass’tant.... 3,600 
Advertising Assistant 
Copywriters—Top Salary 
Layout Artists—85,000 
SHAY AGENCIES 
sO OW. Washington, — Chicago 2, rit. 


__* POSITIONS WANTED ar, 


IF YOU HAVE AN OPENING 
Experienced silk screen artist and 
retoucher (woman), Chicago, write 

Box 9662, ADVERTISING AGE 

__ 100 E. Ohio St., Chicago 11, Il. 


DETROIT—ADVERTISING 
EXECUTIVE ASSISTANT 
Competent young woman thoroughly | 
experienced publication advertising, 
media, billing and office manage- 
ment, desires connection Detroit ad- | 
vertising agency. College graduate 

plus commercial education. 
Box 9663, ADVERTISING AGE 
__100 E. Ohio St., Chicago 11, Il. 


Are Good Copywriters Hard to Gett. 
Could be! But here is one who is | 
easy to get. who is so fed up| 
wit his present employers that pe | 
will come to work ina hurry, at the | 
same or less money ($8400). Now 49, 
he has been the copy and idea man 
behind the success of many bril- | 
liant advertising campaigns is | 
steeped in the techniques of adver- 
tising and promoting numerous 
products through all types of media. 
Better look him over. 

Box 9664, ADVERTISING AGE 

100 E. Ohio St., _Chicago 11, tl. 


_KEPRESENTATIV ES AV AILABLE_ 


“ESTABL ISHED SAL ES ‘COMPANY 
covering national advertisers in 
N.Y., N.J., and New England States 
wants to represent manufacturer of 
quantity point of sale signs and dis- 
plays. Send full particulars. 
Box 9590, ADVERTISING AGE 
42nd St., New York 18, N. ¥. 


330 W. 45 18, N. } 
MISCELLANEOUS 


~~ PHOTO-OFFSET PRINTING... 
Sales literature, circulars, catalogs, 
form letters, business forms, 
books. Varityping. Layouts. Expert- 
ly done. Jayko Bros., Lithographers, 
Adams, Mass. 
LOOP OFFICE SPACE 


Up to 6,000 sq. ft. or any part there- 
of. Immediate occupancy. Attrac- 
tive rental. 20th floor. Furnished 
or unfurnished; various size suites 
with partitioned offices. Wabash and 
Lake, Chicago. Phone: Andover 5200. 


WAN 
TOP-NOTC 


motion pictures. 


dle people. 


TO A PUBLISHER 
WHO WANTS 
MORE BUSINESS 


Mature, experienced magazine salesman now 
up his own representative organization 

to sell space for a selective group of national 
@r sectional magazines, farm journals and bus- 
tially bi 
ork State an 
New England ares, one he knows intimately 
and has been covering for leading publications 
i] these past 3% years. Offers ¢ sense, in- 
i] “tensive cultivation of all your prospects, prompt 
reports, impeccable references. Please write 

;] for ftprther’ details, outlining your needs. 


past 10 vears. 


mission. 


t Box 7107, ADVERTISING AGE 
$80 W. 42nd St, New York 18, New York 


with radio and motion picture background 


Large, nationally prominent advertising agency working in 
diversified classifications has opening for thoroughly trained 
advertising writer with specialized experience in radio and 
Must have demonstrated ability not only 
to create good ideas and write effectively, but to personally 
supervise production when necessary. 


This man will have charge of rapidly growing television 
activities as well as radio, and in addition to top-notch pro- 
fessional qualifications must be able to work with and han- 


This is a brilliant opportunity for a seasoned man with 
not less than 10 years of major advertising experience, and 
the salary will be commensurate. 


To arrange a personal interview, please write comprehen- 
sively giving full personal data and positions held during 
All letters will be held in strict confidence 
and no reference will be approached without specific per- 


Address Box 7111, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, UL. 


TED 
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hand- | 


}ducer of 
Mr. 


he Pay-Off 


action: 


cepting C.O.D. orders. 


deposit to reduce refusals. 
2—Coupon Too Small. 
delaying action. 


member, 
may not be delivered. 


becoming difficult to read. 


to change key numbers. 


country. 
funds than for the customer. 
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Appoints Sommers 


Allen Sommers, 
public relations counselor, 
been named to handle the public 
‘relations program of Employers 
=: Temporary Service, Chicago, 
which supplies temporary office 
zs, |and secretarial help. The appoint- 
ment also includes the company’s 


‘branch offices in San Francisco, 


| Detroit, New York and Phila- 
| delphia. 

ABC Appoints Two 

Harry Woodworth and _  Ed- 


ward Bunker have been appointed 
account executives on ABC’s east- 
ern sales staff in New York. Pro- 
“Welcome Travelers,” 
Woodworth formerly was 
with several agencies. Mr. Bunker 
was with Avery-Knodel, radio 
station representative, before join- 
ing the network. 


NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


5 THINGS THAT DELAY MAIL ORDER RESULTS 


The success of any advertisement or direct mail piece 
depends upon making it easy for the prospect to order. 
You may be a brilliant copywriter, or you may prepare a 
layout that includes the best mail order techniques, yet the 
results may be very disappointing because you uncon- 
sciously injected certain factors that delay action. 

Here are five of the most common causes of delaying 


1—“‘No C.O.D.s Please.” Many an order is lost because an 
advertiser demands “cash with the order” 
If you are not set up to handle 
C.O.D. orders in volume, or if you have had excessive losses 
on C.O.D. refusals, play up the saving in shipping charges 
to be made by sending cash with order, or ask for a specific 


This is one of the basic causes of 
Allow ample space in your coupon for the 
prospect to write his complete name and address. 
if you get an incomplete address, your shipment 


3—Copy or Address Too Hard to Read. 
put their names and addresses in a reverse zinc, thinking 
that this technique adds punch to the advertisement. 
quently, the addresses in reverse zincs clog up in printing, 
If you must have your name 
in a reverse zinc, run your address in regular type and put 
a rule around the type connecting it with the reverse. 
will tie the name and address together. 
Reducing the type in text matter 
delays action, for many of your prospects cannot read fine 
type that frequently blurs or becomes fuzzy when reduced. 

4—Only U. 8S. Currency Accepted. 
in publications circulating outside of the United States, 
explain to the prospect how to remit in funds of his own 
It is easier for you to convert his money into U. S. 


5—Ask for Either Stamps or Coin. 
tate to send small remittances by mail so give them the 
choice of enclosing stamps if they wish. To say: 
10 cents in coin” may cut down results. You can sell your 
surplus stamps to neighboring business men at a small dis- 


Philadelphia | 
has | dled the publicity of B. F. Good- 
irich Chemical Company, 


Advertising Age, July 12, 194- 
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Goodrich Promotes Two 


George B. Koch, who has han- 


Cleve- 
land, since 1946, has been appoint- 
ed advertising and sales promo- 
tion manager. He succeeds H. W. 
Brinkerhoff, advertising manager, 
and J. L. Whiteman, sales promo- 
tion manager, who have resigned 
to enter the publishing business in 
Cleveland. John F. Moriarty, who 
has been directing advertising 
production, has been named to 
succeed Mr. Koch in handling 
publicity. 


Czufin Appointed A.M. 
Louis F. Czufin, formerly adver- 
tising manager of Pan American- 
Grace Airways, Inc., has _ been 
named advertising manager of the 
California Spray - Chemical Cor- 
poration, Richmond, Cal. 


THE BUILDER — W — The Builder House 
Catherine St., London we2 Ed. I. Murray 
Leslie. Adv. Dir. John B. Perks. The lead- 
ing Architectural and Building Newspaper 
with world wide circulation. 


MACHINERY LLOYD (OVERSEAS EDI- 
TION)—Alt. W—6, Cavendish Place, London 
Wil. Ed. James F. Driver. Adv. Mgr. M. L. 


| Layton 


Engineering export ‘journal in Eng- 
lish-Spanish covering British Empire Western 


BRITISH PUBLICATIONS FOR AMERICAN EXPORTS 


MACHINERY LLOYD (CONTINENTAL EDI- 
TION)—Alt. W—46, Cavendish Place, Lon 
W1. Ed. James F. Driver. Adv. Mgr. M. L 
Layton. Engineering export journal in Eng- 
lish-French covering Europe. 

MACHINERY MARKET Est. 1879 W—Ward- 
robe Chamber 146A Queen Victoria St., Lon- 
don EC4. Ed. A. Edwin Culley. Adv. Mar. 
Henry Young. Britains leading business engi- 
neering journal with world wide readership 
The sales supplement igs the largest of any 
other engineering journal. 


—_temispher e. 


MEMBERS OF THE AUDIT BUREAU OF CIRCULATIONS 


MECHINERY 


FOR EXPORT 


ADVERTISING 


EXPORT REVIEW DEVOTED TO MACHINERY, TOOLS, ELECTRICAL TRADE AND 
INDUSTRY 
WRITE FOR SPECIMEN COPY AND FURTHER PARTICULARS OF THE 
OVERSEAS EDITION AND CONTINENTAL EDITION OF 


MACHINERY LLOYD 


DEPT. AA. 
6, CAVENDISH PLACE, REGENT STREET, LONDON, W.1. 


| Britain is Conservative ! 


For 106 years ** THE BUILDER 


for the Architectural Profession and Building Industry 
contractors and merchants, *° THE BUILDER” 
Europe, Africa, Asia, 


" has been established as the Leading Weekly Newspaper 


Read and quoted by architects 


has a World-wide Subscription List covering 
U.S.S.R., N. & S. America, Australia, 


India and the Pacific 


CIRCULATION AND INFLUENCE BRING REMUNERATIVE RETURNS 

Space enquiries to:-—Advertisement Director, 
The Builder House, Catherine Street 
Aldwych, 


THE BUILDER, 


LTD. 


London, W.C.2, Enaland 


Advert 
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53 
~y houses. Wherever possible, the | largest packaging consultant. As|olive-Peet. Daniel Denenholz of | committee includes Edward Evans, 
word is used in an 18-degree| a member of the Loewy organiza- | the Katz Agency and Edward ABC, chairman, and Harper Car- 
angle. tion, Mr. Wilmet becomes packag- Shurick of Free & Peters will|raine, CBS. Kenneth Greene, 


ie fa°% sei ing consultant and director and|serve as working guests. NBC, and Richard Puff, MBS, 
Preece Rg ded television | director of foreign business. He The network tabulation sub-; will be working guests. 


aa . ~ will continue to serve his own ac- 
|ute films. Also, it is using video 


|counts within the Loewy firm. 
in Philadelphia during the Demo- | as — y 


cratic conventien. Oldsmobile con- | Gets Shoe Account . ‘ 


tinues as sponsor of “Review of Ww ; ‘ 
- m. R. Orr & Co., Toronto, has 
the News” over WNBT, New York. | been named to handle the Guam | 


Much impetus to the swift re-| dian advertising of Trimfoot Baby | “1 
vision of the advertising for all| Deer and Trimfoot Pre-School | VER 2,300,000 retail : ing 
Olds ads to Futuramic came from/shoes, for Trimfoot Company 
a marked increase in  orders.| (Canada), Hamilton, Ont. | sales and service contacts 


Nearly 200,000 orders piled up 


after the ad campaign started in BMB Appoints Two with car Owners since yesterday / 


Bs “*-"-> == =| February. Of these, 80% were for| Technical Sub-Groups | 


pina the Futuramics. The Broadcast Measurement | 
,>* Bureau, New York, has appointed | 
pwr eoteasmesits “ two sub-committees to the tech- 
. ilm nical committee—one on report HAVING -CLOUB PUBLISHING CO. 
CATCHES HOLD—That Futuramic Loe wy Acquires Ww et forms and the other on network | Om FLOOR DANY NEWS BLDG, CHICAGO 5 


name with which Oldsmobile has tied Raymond Loewy Associates, | tabulations. The report forms sub- 4 
in its 98 series of autos has so caught | Which claims to be the world’s| committee is composed of Charles SUPER SERVICE STATION Qragapcire 
the public fancy that smaller models, | largest industrial design organiza-|A. Pooler, Benton & Bowles, 

now plugged Dynamic, will later be | tion, has acquired the business of| chairman; Harper Carraine, CBS, 
called Futuramic instead. D. P. Brother | Georges Wilmet, said to be the|and Harry Wolfe, Colgate-Palm- | 


& Co. is the agency. | 
| 


Oldsmobile Coins 
‘Futuramic’ and 
Gets Surprised 


Detroit — Late last year, Les | 
arlson, Oldsmobile’s advertising | 
lirector, and D. P. Brother & Co. | 


‘ined “Futuramic”’ to lend sub- 


‘ 4 i 
tance to the up-to-date features | o 
of new Oldsmobile 98’s. Copy pre- | A a 


THE NO. 1 BOOK IN THE GASOLINE SERVICE STATION FIELD 


y ay 


7 


vared by the agency showed func- 
ion-type homes in the background 
in all ads. 

The word seemed like a good arm 0 [ 

dea then. By now it seems all on 

he more so. Futuramic has be- 

ome almost as important as the 


Yidsmobile name itself for the next 25 ears! 
8 series. 
When Oldsmobile division of for the y . 


_* 


‘oO 
han- @eeneral Motors Corporation | 
food- #prought out its new models last | 
leve- pring, both Futuramic and Dy-| ® Recalling the 1920-21 and post ’29 farm slumps 
oint- fhamic were used—the latter ap-. i o Rinthsieneee’s Ui . ; 
“I lied to the lighter cars. The ad ...the Dureau of Agricultural Economics, USDA 
eet, en See eomen inte two appraises the farm outlook for the next 5 to 25 
oa arts—roughly 50-50 between the 
gned f° words stressed. | years as much better than 1920-1940 because— 
ss in § lhe response to the advertising ws F: aan i ae ny ag 
eho Was pronounced in favor of Fu- armers currently are better off, owe less, have 
ising Furamic. The word struck a re- better plants and methods, more liquid assets, cash, 
d to Rponsive note with the public. So ‘ ; ‘ 
dling Btrong was this response that the bank deposits ... Strong demand for immediate 
. 4 2 a 
Idsmobile program has been re-| future, no surplus crops in warehouses. 
ised sharply; “Futuramic”’ was | 
4 nore and more emphasized, and | @ ‘The U.S. is still a young country... population 7 
—_ urrently the larger model Olds' - , ‘ted 4 o/ | < | 
iver~ fe referred to by customers as| Is expected to increase 10°,, by 1960, 20°,, by 1975, iol auy . < . do ast hank to be en's Ged, Wha 
been vturamics. assuring increasing domestic market. Industrial causes falls, and how to avoid them. . . fine 
f the 1 ; accident insurance in ‘Make Climbing Safe & 
Cor- Compmatc Syteh output per worker may rise as much as 20°,, by See". ennee 
Meanwhile, the “Dynamic” pro- 6o. M rae ties ail ialale . 
ram has been gradually reduced Igoo0. More mechanization, lewer work animals, , om a a Oa 
nd, beginning with August sched- irrigation, drainage, clearing, can add millions of = i! a ym 
TS les, the whole program for all : re lg > A £ , 
. idsmobiles will have been productive acres. aH A Sa 
n ° 
Em witched to Futuramic. = F P ian - 
eng. VWs teave sueaiubad oll. adwer- B® With better farming practices, more fertilizer, Eggs not eggsact . _ In Wash. = peal 
ge ‘ing for the remainder of 1948 soil conservation, greater efficiency, many other Oe ee 
Mat. stress Futuramic,” the agency — as ; or minimum weights, or could judge values in 
7. serts. “This is being carried -—pluses ... farm incomes over the next 20 years might buying... See “Poultry”, page 93. 
any ve) ‘ i = ~ . 
—_— _" © ‘Your Futuramic Oldsmo “well average two or three times prewar! 
lle dealer’ in service ads. ; 


lh the stepped-up Futuramic 
touram, which has absorbed the 
‘her part of the manufacturer’s 
‘nedule, four-color full-page ads 
| appear in Collier’s, Fortune, 
iol day, The New Yorker, News- 
G ‘eck, The Saturday Evening Post, 
me and Vogue. Black-and- 


® Long-range plan-makers in marketing and advertising should not overlook the significant 
icle...°* The Next 25 Years Look Good for Farmers,” 


... SUCCESSFUL FARMING, for July, page 21. 


Most missed market... are the best farm families of the U. S. in the 


15 Heart States... reached spottily by general media and comprehensively covered 


AND , : . only by SuccessFUL FARMING, with more than 1,200,000 circulation among 
‘te ads will run in Automotive pvlg : ‘ . 

ae leurs, Country Gentleman, Cue, farmers with the best soil, methods and techniques, largest property 
loior and Playbill. . . : 7 . 

investments, and highest incomes... average 1947 gross $9,890 (excluding 
More Newspapers Used : . ag sage 
, ts gov't payments) $4,000 above the U. S. farm average. 
A slightly accelerated news- ; 

—- §F>-r program will see Futuramic ® With savings of the seven best years, and record production, cash and 
‘vertisements in 3,500 news-| : _— ; ‘ = 
apars in about 3,000 cities and/| checking accounts ...SF readers are today’s best class market. No advertising 

pape! ‘is. In some of these, the is really national without this market and medium! Full facts, any office... 

tects. Wtiramic coinage will share em- . : , ' ; 

erie fBhasis with the newly-developed SuccessrFuL FArmMinG, Des Moines, New York, Chicago, Cleveland, 
\rlaway, an accelerator device. . . es na 

~_ i all the magazines ads will Detroit, Atlanta, San Francisco, Los Angeles. 
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Mears Joins Seeds 


Betty Mears, for the past two 
years a radio staff writer for Na- 
tional Broadcasting Company, has 
joined Russel M. Seeds Company, 
Chicago, to write scripts for 
television shows. In addition to) 
her work with the agency, Miss | ; 
Mears will write and develop) 
television ideas for independent 
accounts. 


Ansco Names Waters | 


| 


The Ansco division of General | 
Aniline & Film Corporation, Bing- | 
hamton, N. Y., has appointed John 
N. Waters merchandise manager 
of the amateur products under a 
new organization setup which 
combines the sales programs for 
amateur products into a single de- 
partment. 


Names Gerth-Pacific 


Stringer-Driver, San Francisco, 
Oakland and Berkeley, moving 
and household storage, has named 
Gerth-Pacific Advertising Agency, 
San Francisco, to handle its ad- 
vertising. Radio and direct mail 
will be used. 


| 


The 40th retail market 


DAVENPORT 
ROCK ISLAND 4 
MOotLtIN Ege 


BAST MOLINE 


~ 2¢ : 
ee 
r% f " ee 


oF ae 


, “FIRST to keep regular 
aq daily logs of all 
operating details." 


curcaco @ 


QUAD CITIES 


WOC woe-rm 


5,000 Watts, 1420 Ke. 
BASIC NBC Affiliate 


Col. B. J. Palmer, Pres. 
Bury! Lottridge, Mgr. 


DAVENPORT, IOWA 


National Representatives: 
FREE & PETERS, Inc. 


Business Paper 


Volume off 0.6% 
in lst 6 Months 


Cuicaco — Advertising volume 
in industrial publications  in- 
creased 0.1% in the first half of 
this year, but failed to prevent a 
0.6% decline for all business pa- 
pers as volume dropped in trade, 
class and export publications. 

A compilation by Industrial 
Marketing covering 233 business 
papers showed that the total vol- 
ume of 140 industrial publications 
increased from 104,119 to 104,201 
pages since the corresponding 
period last year. Volume decreased 
1.2% from 38,819 to 38,346 pages 
in 48 trade publications, 2.8% 
from 14,717 to 14,303 pages in 26 
class publications and 2.1% from 
8,328 to 8,151 pages in 19 export 
publications. 

June issues, compared with June 
last year, showed a decrease in all 
business paper classifications, with 
export publications showing the 
largest drop of 7.8% and trade 
publications the smallest, 1.1%. 
Total decline in June was 2.4%. 

Industrial publications carried 
17,651 pages, compared with 18,- 
042 the preceding June, while 
trade publications dropped from 
5,790 to 5,725 pages. Class pub- 


| lications dropped from 2,354 to 2,- 
| 263 pages and export publications 


from 1,408 to 1,298 pages. 

The following footnotes refer to 
the figures in the adjacent col- 
umns: 


$Includes a special issue. 1947 May and 
June issues of School Management com- 


| bined. 


“Includes classified advertising. 
'Estimated. 

“Pwo issues. 
*Five issues. 
‘As of July, 


1947, Oil Weekly became 


| World Oil. June, 1947, figure includes six 


issues. 
‘Pharmacy International 
first edition in June, 1947. 
“1947 figures cover both Aviation and 
Aviation News, which were incorporated 
| into Aviation Week as of July 7, 1947. 
June, 1948, figure includes Air Transport 
which was incorporated into Aviation 
~~ as of April, 1948. 
ope rating Engineer published 
regular issue January, 1948. 
‘Does not include advertising in special 


*As of January 1, 1948, Hide & Leather 
& Shoes became Leather & Shoes. 


published its 


its first 


| Western section. 


*Plant Engineering published its first 
issue November, 1947. 
tBeginning January, 1948, Practical 


Builder changed its type page size to 
7x10 inches. The 1947 figure is converted 


to the new size. 
{As of January, 1918, Water Works 
The 1947 


Engineering became a monthly. 
figures are based on two issues. 

Correction: May 1948 volume = should 
have read .2% under 1947 instead of .1% 


May, 1948, figure for Plumbing & Heat- 
ing Wholesaler should have been 29 in- 
stead of 80, 

Final figures for April and May, 1948, 
issues of Journal of the American Medical 
Association, estimated as 297 and 887, are 
300 and 391. 


Subsidiaries Elect 6 


Arch Carswell has been elected 
executive vice-president of the St. 
Regis Sales Corporation, subsi- 
diary of St. Regis Paper Company, 
New York. Other new officers 
are: H. W. Sloan, vice-president 
and director; and John F. Gruber 
and Walter M. Neill, vice-presi- 
dents. 

Taggart Corporation, also a St. 
Regis subsidiary, has elected W. R. 
Adams and Willard E. Hahn, vice- 
presidents. 


| over 1947. 


Gets Pottery Account; 


Drops Pottery Account 


Southern California Pottery 
Company, manufacturer of Palm 
Springs, Desert Mist and Cali- 
fornia Rustic dinnerware, has ap- 
pointed Walter Douglas Agency, 
Santa Monica, to handle its adver- 
tising. 

The agency has resigned the 
American Ceramic Products, Inc., 
account. 


Appoints MacDonough 


William A. MacDonough, for- 
merly sales promotion manager 
and home appliance division sales 
manager of General Milis, has 
joined Maico Company, Minne- 
apolis, manufacturer of hearing 
aids, as national sales manager. 


ADVERTISING VOLUME FIGURES FOR JUNE ISSUES OF 
BUSINESS PAPERS AND TOTALS FOR 6 MONTHS 


Unless otherwise noted, all publications are monthlies and have a standard 


June 
7-—Pages—, 
1948 1947 

Industrial Group 
Se Oe oe ee *72 *36 
American Aviation (semi-mo) 37 44 
American — ince eaak te 186 151 
BED GH ons es cescccce 140 102 
American Maxbinist (bi-w) . 1*4138 "444 
American Printer .......... 37 46 
Analytical Chemistry ....... 34 85 
Architectural Forum ....... 129 “114 
Architectural Record ....... 5161 158 
Automotive Industries (semi- 

St dng dgoteneees 64nc60% «oo 68 199 
Aviation Maintenance ...... 62 60 
ORR ISIS 1*0110 *195 
Bakers’ Helper (bi-w) ...... 4150 167 
aan 5.65.5 ec 09's 06 0.< 127 110 
eee 42 25 
Brewers’ Digest ............ 36 38 
Brick & Clay Record........ *43 *41 
Bus Transportation ......... 180 162 
Butane-Propane News ...... $*142 *108 
na. ve endalns bbe eb 1*80 *78 
Ceramic Industry .......... §*86 *64 
Chemical & Engineering 

 EUED ux bib stds och ose 1115 128 
Chemical Engineering ...... 1293 280 
~hemical Industries ........ 1110 106 
~hemical Processing Preview 120 73 
civil Engineering ........... 47 42 
ER: ene ah wk ae geo 1§224 164 
Commercial Car Journal .... 197 224 
Construction Digest (bi-w).. 140 *187 
Construction Methods ....... 120 121 
So inate +b ligt Sie 58 38 
Contractors & Engineers 

Menthly: (9%x14) ......... 68 51 
Cosgrove’s Magazine ........ 35 35 
i A Sry eee 1994 92 
SD do nes cee ce deus 92 32 
Diesel Progress (9x12) ..... 45 57 
Distribution Age .......... 60 67 
Drug & Cosmetic Industry. . *129 "144 
Electric Light & Power...... 113 221 
Electrical Construction & 

Maintenance .......0....- 133 125 
Electrical South ............ 60 55 
Electrical West ............. 99 105 
Electrical World (w)........ 1298 258 
0 RERE? ee 2462 2407 
Engineering & Mining Journal 1182 129 
Engineering News-Record (w) 315 *329 
Exeavating Engineer ....... 45 48 
Factory Management & 

Maintenance .......s.s0s- *269 *257 
Fire Engineering ........... 42 45 
ee ES er 136 147 
Food Industries ............ 171 175 
SS *48 *$1 
Food Processing Preview 66 67 
PUES oy dha Sas Tckobe tes *228 *217 
eS ee ee ery 50 51 
ee See eer $115 107 
Heating, be my and Air 

See 139 133 
Heating & Ventilating ...... 84 83 
Ice Cream Review .......... 116 100 
Industrial & Engineering 

Ere cas soe tbe bebe 125 121 
Industrial Finishing 

SEED Dad 6 oboe 0's ot... 0-0 86 89 
Industry *% DE aed edvicces 148 1338 
OE oa 1*563 *572 
Machine Design ............ *2238 *225 
Machine & Tool Blue Book 

EE 284 287 
ea ee ee 281 310 
Manufacturers Record ...... 40 44 
Marine Engineering & Ship- 

<< > Pee 1108 117 
Mass Transportation 39 387 
Materials & Methods ....... 151 147 
Mechanical Engineering 116 102 
I a Sic Gale's dpe < *87 *84 
Metal Finishing ............ 102 o4 
Bere 123 155 
Dds ba 6 0 op eee 118 107 
Milk Plant Monthly ........ “69 *58 
— |e”, Pare 222 209 
Mining & Metallurgy ....... 26 27 
Modern Machine Shop 

(4%x6%) Cee eercersersens 268 303 
Modern Packaging ......... *167 *146 
Modern Plastics ........... "153 *186 
Modern Railroads .......... BD | 57 
National Butter and Cheese 

EE © rhe 6 bund 6a 9 0 66 64 65 
National Petroleum News 

Se habs MARES ee 6 obo bene. 13122 94 
National Provisioner (w) 156 142 
National Safety News ...... 64 7 
Oil & Gas Journal (w)...... §*525 *452 
Operating Engineer ........ 747 dee 
Organic Finishing .......... 11 16 
facing Parade (9%x12).... 56 51 
Paper Industry & Paper 

ML Sia deb be cedntveces 100 95 
Paper Mill News (w)....... 1§*127 §*120 
Paper Trade Journal (w).... "175 *175 
Petroleum Engineer ........ 132 132 
Petroleum Processing ....... 59 7 
Petroleum Refiner .......... *155 166 
Mr cee gece eee cces *121 *107 
Plant Engineering .......... 718 7s 
0 ee er 98 73 
PE iw ee wee eed 6's 6 0668 201 229 
Power Generation .......... o4 118 
Practical Builder ........... t79 74 
Printing Magazine .......... 60 62 
Product Engineering ....... 1*289 269 
Production Engineering & 

Management .......2000-- 72 83 
Products Finishing (4%x6'%) 92 105 
Progressive Architecture 96 92 
EE cc atta Sand 660 46 219 243 
Quick Frozen Foods & the 

RT ES Redccccsecens 63 94 
Railway Age (w) .......... 1229 $537 
Railway Engineering & 

Maintenance ............. 65 58 
Railway Mechanical Engineer 112 154 
Railway Purchases & Stores. 122 129 
Railway Signaling .......... a2 28 
3 3 errs re 81 78 
a ere *143 *133 
Sewage Works Engineering.=> 22 21 

PE - ssnkepesedisedeees® 154 53 
Southern Power & Industry. 7 83 
SP ee 1* 425 3* 486 
EE wae 6 ge ad.cdnr» 13 12 
Telephone Engineer ........ 54 52 
WORE AW) asc ccccivcces 1*105 *108 
Textile Industries 158 153 
>. —. Serer ere 226 217 
PE nice vis cn see e056 *118 *107 
Tool & Die Journal (5x7%). 89 110 
.) 6 Pree 78 84 
Tratie Wored (W) ..cceccces 1114 115 
Water & Sewage Works..... 59 55 
Water Works Engineering... |58 55 
| Welding Engineer ......... 59 65 


Six Months 
-—- -~-Pages——,, 

“1948 1947 
389 572 
198 273 
1,003 829 
738 610 
2,741 2,844 
236 239 
213 213 
796 697 
904 829 
1,102 1,286 
302 344 
651 1,183 
1,083 1,039 
559 435 
211 190 
237 243 
277 252 
914 902 
689 588 
568 680 
492 426 
758 724 
1,785 1,667 
655 635 
665 512 
264 243 
954 857 
1,252 1,275 
918 834 
773 768 
309 299 
389 328 
231 219 
5380 589 
504 146 
419 362 
383 388 
768 851 
527 5538 
818 Til 
407 333 
563 523 
1,326 1,507 
1,433 1,417 
765 705 
2,168 2,226 
236 223 
1,529 1,540 
232 235 
792 819 
996 1,088 
372 383 
346 300 
1,805 1,222 
290 296 
559 547 
907 806 
483 452 
668 561 
724 694 
515 519 
856 744 
8,499 8,613 
1,294 1,299 
1,632 1,661 
1,721 1,841 
302 809 
577 707 
237 207 
837 R93 
657 605 
543 515 
453 449 
690 825 
669 647 
338 324 
1,479 1,616 
136 160 
1,718 1,825 
933 905 
850 1,108 
279 160 
362 387 
635 568 
978 954 
426 435 
3,262 2,939 
290 ome 
91 86 
350 825 
546 525 
SSN 803 
1,156 1,226 
959 907 
326 187 
919 1,138 
865 815 
129 oan 
359 819 
1,183 1,299 
525 692 
595 504 
399 382 
1,657 1,650 
449 502 
524 513 
544 548 
1,400 1,483 
434 613 
1,502 2,048 
397 365 
631 749 
688 683 
185 166 
486 493 
734 756 
134 121 
313 278 
510 528 
2,606 2,797 
90 69 
327 323 
707 636 
983 855 
1,322 1,280 
717 662 
611 702 
573 532 
747 707 
396 329 
340 365 
362 433 


West Coast Lumberman .... 
Western Canner and Packer 
Western Construction News. 
Wood Construction & Build- 
ing Materialist 
Wood Worker 
Woodworking Digest 
(44%x6%) 
WME UE a virnnwdbcies fae beds 
World Petroleum 


Total 
Trade Group 
Air Conditioning & Refrigera- 
tion News (w) (11%x16).. 
American Artisan 
American Druggist 
American Lumberman & 
omg, A Products Merchan- 
diser (bi-w 


Boot & Shoe Nd 
(semi-mo) 
Building Supply News....... 
Chain Store Age— 
Administration Edition 
Combination 
Druggist Editions 
General Merchandise— 
Variety Store Edition... 
Grocery Edition 
Department Store Economist. 
Domestic Engineering 
Electrical Dealer 
Electrical Merchandising 
! coe aden ahepee ds oe 
Electrical Wholesaling 
Farm Equipment Retailing. . 
Fable) Implement News 
i) 2) a a ee 


Geyer’s Topics 
EC nes 4 aw u'ed a 0h 


Hardware Age (bi-w)....... 
Hatchery Tribune & 

Retailer 
Hosiery & Underwear Review 
Implement & Tractor (bi-w). 
Implement Record 
latuetrial Distribution 
PO os xB ade SVied vase see 


Jewelers’ Circular-Keystone.. 
Knit Goods Weekly......... 


Leather & Shoes (w)....... 
Lingerie Merchandising , 
Liquor Store & Dispenser... 


SE {ca dé bot den edu aed 64008 
Motor Age 
Motor Service 
(National Jeweler) 
OS Parr rer er 
National Bottlers’ Gazette... 
National Furniture Review. . 
Photographic Trade News... 
Plumbing & Heating Business 
Plumbing & Heating Journal. 
Plumbing & Heating Whole- 
saler 
Poultry Supply 
Radio & Television Retailing. 


Sheet Metal Worker......... 
Southern Automotive Journal 
Southern Hardware ........ 
Sporting Goods Dealer...... 
pg PTR ear ee 
Super Market Merchandising 
Syndicate Store Merchandiser 

(4%2x6%) 


Total 
Class Group 
Advertising Age 
(10%x14) 
American Funeral Director. . 
American Hairdresser 
American Restaurant 
Banking (7x10 3/16) 
Chain Store Age—Fountain 
Restaurant Combination... 
Cleaning & Laundry World. 
Dental Survey 
Fountain Service 
Hospital Management 
Hotel Management 
Hotel Monthly 
Hotel World-Review 
(9% x14) 
Industrial Marketing 
Journal of the American Med- 
ical Association (W)...... 
Laundry Age 
Medical Economics (4%4x6%). 
Modern Beauty Shop........ 
Modern Medicine (semi-mo) 
CUTE “vedvevicenecsaas 
Nation's Schools 
Oral Hygiene (4 5/16x7 3/16). 
Restaurant Management 
Scholastic Coach 
School Executive—School 
Equipment News 
1 Management 
(9%x11%) 
What’s New in Home 
Economics 


a ey: sarcep*> 


Export Group 
American Automobile 
seas edition) 
American Exporter (two edi- 
tions) 
American Exporter Industrial 
two editions) 
Automovil Americano 
Caminos y Calles............ 
Farmaceutico 
Hacienda (two editions).... 


(over- 


seeeee 


osp 
Ingenieria Internacional 
onstr on 
Ingenieria Internacional 
DE ced dnc gutses ove 
McGraw-Hill Digest 
Oficina Mecanica Moderna.. 
Petroleo Interamericano 
Pharmacy International 
Revista Aerea Latino- 
americana 
Revista Rotaria 
Spanish Oral Hygiene 
(4 5/16x7 3/16) 
Taller Mecanico Moderno... 
Textiles Panamericanos 


7x 10 inch type page. 


June 
r——P 

1948 1947 
*131 *124 
*44 *48 
122 104 
46 28 
*380 *70 
*178 *126 
*178 4*407 
57 50 
17,651 18,042 
183 *94 
112 108 
128 136 
1*151 *123 
2*165 2*176 
121 97 
28 33 
77 105 
$100 $105 
88 96 
67 78 
180 157 
52 65 
172 166 
*100 *101 
88 69 
1*166 *147 
77 108 
87 87 
26 19 
1283 326 
29 29 
132 120 
1185 160 
70 76 
221 227 
104 ot 
238 249 
N01 103 
19§*133 §*122 
78 82 
161 63 
175 180 
135 182 
166 186 
236 254 
141 132 
76 81 
70 86 
76 70 
69 69 
135 17 
23 25 
69 93 
72 73 
120 182 
104 104 
163 178 
50 56 
$124 108 
RS 93 
5,725 5,790 
1174 242 
167 71 
57 52 
102 o4 
67 71 
35 33 
47 24 
106 140 
58 51 
77 73 
85 93 
50 51 
1*97 *39 
93 117 
301 314 
95 98 
118 97 
oN 93 
143 141 
59 73 
122 142 
82 80 
82 36 
42 43 

22 § 
100 86 
2,269 2, 354 
71 50 
241 269 
155 133 
st 69 
380 27 
51 62 
119 130 
14 14 
82 89 
97 110 
16 fa) 
267 108 
58 54 
520 36 
12 *18 
7 10 
36 50 
67 108 
71 63 
1,298 1,408 


Six Month 
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14,303 
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enworth Trucks 
et Light Touch 


SEATTLE — Because engineering 
’ Bu It trucks seldom make for liv- 
ine advertising copy, Kenworth 
Mctor Truck Corporation now em- 
?—ploys a cartoon sketch to provide 
a \ight introduction to sales copy 
in all its advertising. 

A typical two-color advertise- 
ment in business papers carries 
the sketch of a cherubic infant, 
his sole garment securely fast- 
ened with an out-size safety pin. 
The headline reads: “What a big 
difference a pin makes.” Copy 
and illustration then tell about the 
pin and bushing for Kenworth’s 
front springs. Each ad in the 
1948 series takes up a single KW 
feature. 

Two-color full-page space is 
scheduled throughout this year in 
Commercial Car Journal, Go 
Magazine, Motor Transportation, 
Timberman, Western Motor Trans- 
mort, West Coast Lumberman and 
lestern Trucking News Service. 

Because Kenworth trucks are 
specialized for heavy hauling re- 
quirements of various industries, 
full-page black-and-white space 
is placed in trade papers covering 
uch specialized fields as oil, con- 
truction, coal mining, sugar cane 
and livestock. Distributors are 
located throughout the West and 
n Hawaii. Since the war, the 
ompany’s export market has been 
prowing rapidly. 

The agency 
Hohman, Seattle. 


~ 
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is Beaumont & 


Names Meeker 


WJPS, Evansville, Ind., has ap- 
pointed Robert Meeker Associates, 
;m@New York, as national representa- 
tive. The station will begin op- 

erating as an ABC affiliate early 
‘Bin October. It will have 5,000 
watts day and 1,000 watts night. 


fectures of heavy-duty custom-| 


Used in advertising as descrip-, 


How “SAFE” 


Sixth of a Series of 10 ‘Legal Reminders’ 


By Albert Woodruff Gray 


are Drugs? 


conditions. The members of the 


Appoints Reach Agency 

Charles Dallas Reach Company, 
New York, has been appointed to 
handle the advertising of the more 
than 440 affiliated Personal Fi- 
nance Company offices. 


Kopf Joins McGillvra 


Richard F. Kopf has _ been 


tive of qualities of drugs or me- | Commission [FTC] think the drug named manager of the Chicago 


dicinal preparations, 
“safe” is prohibited except with a/ 
cautionary clause. 

“Within wide limits there would | 
be an implied assurance of safety | 
in taking any food or drug placed | 
on the general market,” asserted | 
the federal court in the famous 
Raladam decision. “But the as- 
surance, whether express or im- 
plied, would always need con- 
struction and could mean only 
that if it were used reasonably or 
in accordance with instructions it 
would be reasonably safe. 

“No active drug is known which 
will not produce very dangerous 
results if taken in extreme quan- 
tity or under certain abnormal 


safe because they think no active | 


drug or agent should be by the) 


public self-prescribed or self-ad- | 
ministered. Very likely every) 
member of this court will person- 
ally fully agree with this profes- 
sional opinion that such self med-| 
ication is unwise and then go out} 
and buy quinine or aspirin or any- 
thing else that he is told will help 
his particular ailment.” 

The clause insisted upon by the 
Federal Trade Commission in this 
connection is, “Caution: Use only 
as directed,” followed by adequate 
instructions and the phrase so 
placed that it commands the 
requisite attention. 


New Vet Heads 
Chicago Legion Post 

For the first time in its history, 
Chicago Post 170, American Le- 
gion, elected a veteran of the sec- 
ond world war as commander at 
its annual meeting June 28. He is 
Thomas G. Duggan, Moloney, 
Regan & Schmitt, newspaper rep- 
resentative. 

Paul V. Elsberry, Scheerer & 
Co., was elected ist vice-com- 
mander; John G. Fogarty, C. C. 
Fogarty Company, adjutant, and 
James McAnulty, Allen - Klapp 
Company, treasurer. 


Names Rand-Ries 

Blair of Virginia division of 
Morton Mfg. Company, Lynch- 
burg, Va., has named Rand-Ries 
Advertising, Cincinnati, to handle 
its account. Magazines, trade 
publications and newspapers will 


be used. 


Clark Heads Chicago 
‘Popular Science’ Office 


Tom Clark, for the past five 
years in the sales department of 
the American Broadcasting Com- 
pany’s central division, has been 
named manager of the Chicago 
sales office of Popular Science 
Monthly. 

Before joining ABC, Mr. Clark 
was for 17 years a partner in 
Thomas F. Clark Company, news- 
paper representative. 


Dailies Are ‘Business’ 

The American Newspaper Pub- 
lishers Association, New York, 
points out in a current bulletin to 
members that “publishing a daily 
newspaper is a ‘business’ and not 
an ‘industry.’” 

Newspaper publishers, the 
ANPA explains, “are engaged in 
rendering a service and not. . 


in the manufacture of products.” 


the word |store sale of the product is un-| division of Joseph Hershey Mc- 


Gillvra, Inc., radio station repre- 
sentative. For the past 10 years 


| he has been with Paul H. Raymer 
Company, the last three years as 
Chicago office manager. 


Gibbs Forms Agency 

| R. M. Gibbs, formerly business 
| manager of Iron Age, has estab- 
‘lished an advertising agency in 
| York, Pa., with offices at 29 S. 
Duke St. Prior to joining Iron 
| Ages Mr. Gibbs was advertising 
manager of Jones & Laughlin Steel 
‘ Corporation. 


(Advertisement) 


‘38, 


Another reason why WBBM 
has been Chicago’s 
most sponsored station 
for 22 years! 


nylons fast. 


WBBM MAKES BUSINESS BOOM! 


Chicago’s four Bond Stores advertise on WBBM six nights 
a week. With news of the world and news of Bond bargains. 
And Bond does a booming business six days a week... for 
which WBBM gets a fat share of the credit. For example: 
One Sunday night this May, the Bond Stores made one 
announcement — exclusively on WBBM — of a sale of easy-to- 
get nylons. Though Monday is normally a slow day, queues 


formed next morning. And all four Bond Stores sold out of 


So dollar-wise Bond restocked and repeated the same 
announcement two weeks later—again on Sunday night, again 
only on WBBM. And again Bond sold out wham-bam! 

Total cash receipts from two WBBM newscasts: $7,200. 

Scoring measurable results is a WBBM habit, and has 
been for the past 22 years. That’s why YOU belong on WBBM. 


50,000 watts - Chicago’s Showmanship Station WBBM 


Represented by Radio Sales... 


Radio Stations Representative, CBS 
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56 
ARF Names Ryan 


Frederick B. Ryan, president of 
Ruthrauff & Ryan, has been 
elected to the board of directors 
of the Advertising Research Foun- 
dation. He succeeds William G. 


Palmer, a vice-president of J.) 


Walter Thompson Company. 


Alters Distribution 


Chelle Janis Publishing Com-'| 


pany, San Francisco, publisher of 
Opportunities on Parade, is dis- 
continuing distribution of the 
publication through supermarkets 
and is putting the monthly on a 
subscription basis only. 


ABC Shifts Wilson 

William W. Wilson Jr., televi- | 
sion special events director, has | 
been named network account| 
executive of American Broadcast- | o enon) 


ing Company, Chicago. He suc-| ws 
ceeds Tom Clark, who has re-| | | 
signed. ad 
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Brasted Joins NAM | 


F. Kenneth Brasted, former, 125 


public relations director of Rub- | 
ber Manufacturers Association, 
New York, has become assistant) J i 


to Earl Bunting, managing direc- | 
tor of National Association of | 


Manufacturers, New York. 1s 


| 
Northwest Paper Ups3 
Bernard W. McEachern has| 
been named vice-president and | 
general sales manager of the) 
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Northwest Paper Company, Clo- | * 


quet, Minn. He has been with the) 
company since 1932. Clarence P. | 


I 


Sheldon, district sales manager of | ‘ 
Merchant grades, has been ap- 


acer 
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pointed assistant general sales | 


manager. Orlo F. Brower, district | to Chicago where he will succeed 


sales manager of the San Fran-| Mr. Sheldon as district sales man- 
cisco office, has been transferred! ager of Merchant grades. 


NDOOR DISPLAY MATERIAL 
THAT HAS “DEALER APPEAL” 
GOES TO TOWN EVERY TIME 


1 One of the wisest buyers of Indoor Display materials has 


made “dealer appeal’ the touchstone of his buying decisions. He says: “If the display material 


has what I call dealer appeal, dealers are sure to use it. So that’s what I look for, first, last and 


all the time. If it’s there, glory be! I don’t worry. I know that no miracle is needed to make it work.” 


Some displays make space valuable — others merely take 
up valuable space. Dealers are quick to capitalize on the 
apparent value. You don’t have to ¢e// them that it’s 


good display material when it’s got dealer appeal. 


You ask us what we mean by dealer appeal and we are 
not baffled. We mean that quality, or those qualities of 
human interest in display material that appeal to the 
dealer's emotions, that stir his pride, that stimulate him 
in the belief and conviction that here is something the 
public will go for. And if he thinks the size of your dis- 
play is practical from his viewpoint, considering the 
relative importance of your product in his store, you're 


going to town! 


“How soon can I get it?’ is the feeling such display 


material evokes. Whether you buy one thousand or 
twenty-five thousand, you are sure to find such display 
material more profitable. 


Display success doesn’t grow on bushes. It may take only 
a short time to develop — or it may take longer than you 
think it should, but it’s only when you divide dealer usage 
into bulk cost that you can arrive at any real display cost. We 
press on this because we are wholly and altogether on the 
side of display effectiveness. We aim to keep our share in 


the national waste down to a minimum. 


McCandlish doesn’t profess to know all the answers, 
but as our display division expands, more and more, 
we feel confident we have acquired some of the im- 


portant answers. 


1. We originate displays on request 
and carry them through from start to 
finish. 2. We work with advertisers 
and advertising agencies who have 


already developed their display 


McCandlish works with advertisers in two ways: 


ideas. We cooperate here with our 
experience and the ingenuity of our 
detail construction department, plus 
our special ability to give faithful 
reproduction. 


McCANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS & ADVERTISING DISPLAYS 
ROBERTS AVENUE & STOKLEY STREET - PHILADELPHIA 


Parattine Council 
Doubles Schedule 


Cuicaco—The Paraffined Carton 

Research Council, in its fourth an- 
| nual campaign, is scheduling twice 
/as many magazines as last year, 
/said Harvey H. Robbins, executive 
| secretary. 
| Additions to the list are Better 
|Homes & Gardens, Household. 
| Parents’ Magazine and This Week 
| Magazine. Good Housekeeping 
| Ladies’ Home Journal and True 
| Story continue to be used. 
| Half-page monthly insertions 
| will run in Chain Store Age, Food 
Topics, National Grocers’ Bulletin. 
|and Super Market Merchandising 
|} and full pages in American Butter 
Review, Creamery Journal, Dairy 
tecord and National Butter & 
| Cheese Journal. 
| The council has issued to mem- 
'bers reprints of findings in a re- 
/cent study by Dun & Bradstreet 
|on butter packaging and distribu- 
| tion, and soon will offer results of 
butter packaging studies at the 
| Universities of Wisconsin and 
| Minnesota. 
| Currently, the council is pro- 
| moting ice cream cartons, and spe- 
cial studies have been launched 
/on these cartons. 

Ivan Hill, Inc., Chicago, handles 
the advertising, and Dudley, An- 
derson & Yutzy, New York, han- 
_dles public relations for the coun- 
cil. 


Hal Dawson Will Direct 
Screen Magazine Group 


Hal Dawson, motion picture 
representative of Dell Publishing 
Company, has been elected man- 
aging director of the Association 
of Screen Magazine Publishers, 
|New York. He succeeds Home! 
| Rockwell, whose term expired on 
| June 1. 

The association provides motio! 
| picture producers with informa- 
| tion on audience trends and 0 
|} screen magazines. It recently re- 
| leased findings in a study of pic- 
|ture-going habits by Dr. Pau! S$ 
Lazarsfeld, professor of psyc!.0l- 
ogy at Columbia University. 


Two to Schnell-Mills 


Schnell-Mills, Chicago, has bee! 
|appointed to handle the adver'is- 
|ing of Albion Malleable Iron C: 
pany, Albion, Mich., and Ser y ce 
| Products division of Woodall 
| dustries, Inc., Chicago. 


| To Stevenson & Scott 


International Cravat Compa J, 
Montreal, manufacturer of B 
stone shirts and other lines 
shirts and ties, has appointed ‘1¢ 
Montreal office of Stevenson & 
Scott to handle its advertising. 


Wade Promoted 
William J. Wade, head of ‘1 
distribution planning group 
Willys-Overland Motors, Tole 
has been named assistant to A 
thur J. Wieland, executive vii’ 
president. 
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business Chart of the Week 


HOW MAGAZINES HAVE GROWN 
1914-1947 


a. oo oe ee eee | ee mest 


AVERAGE CIRCULATIONS PER ISSUE OF A.B.C MAGAZINES 
SECOND SIX MONTHS OF EACH YEAR, 1914- 1947. 
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Council Reviews 
Media’s Support 
of Service Drives 


New Yorx—lIn a sixth annual 
report, for the March, 1947-48 
year, the Advertising Council 
noted that it was asked to enlist 
yolunteer advertising for 103 pub- 
lic interest projects, gave top 
priority to 15 of them, turned 
down 50, and gave “some degree 
of assistance” to the rest. 

Titled “What Helps People 
Helps Business,” the report, signed 
by Charles G. Mortimer of Gen- 
eral Foods, chairman, pointed out 
that “the work of the Advertising 
Council is inevitably keyed to the 
number and complexity of the 
country’s problems. .. The com- 
ing 12 months will continue the 
domestic dislocations of the world 
recovery program. .. The more 
America assumes world leader- 
ship, the more things the average 
citizen needs to know.” 

Advertising support during the 
year included the following: 

“Nearly 1,000,000 car cards on 
council campaigns were displayed 
in space donated by the transpor- 
tation advertising industry. 

“The largest magazine campaign 
in history was the program on 


U. S. savings bonds, contributed 
by magazine publishers of Amer- | 
ica. More than 1,100 magazines, | 
with a combined circulation of 
180,000,000, donated a page of, 
space each month. 


Newspapers Contribute 


“Almost 225,000 individual 
newspaper advertisements on 
council public service campaigns | 
were ordered by newspapers in 
1947. Space for these advertise- 
ments was donated by local ad- 
vertisers and by the newspapers 
themselves. 

“The outdoor advertising indus- 
try donated space for 43,767 24- 
sheet posters on council cam- 
paigns. More than 6,000 3-sheet | 
posters were made available for | 
council projects on station and | 
subway platforms and other lo-| 
cations. 

“Radio messages were carried | 
regularly through the council’s | 
radio allocation plan on _ prac-| 
tically every commercial, sustain- | 
ing and cooperative program of | 
the four major networks. Total | 
radio coverage amounted to 14,-| 


500,000,000 listener - impressions. | 
(A listener-impression is one} 
message heard once by one)! 
listener.) ” 
‘Success Stories’ Cited 
Among “success stories’ cited | 


from council campaigns were re- | 


cruitment of 40,000 student nurses | 
for hospitals; reduction of motor | 
vehicle death rate by 12%; rein- 
Statement of payroll savings in| 
2,000 plants, with savings bonds 
absorbing 18% of net savings of 
individuals, an increase of 11% 
from the year before; 35% in- 
crease, due to the Freedom Train 
tour, in “awareness of the quali- 
ications of citizenship”; reduction 
of 35,000 from prewar average of 
forest fires; doubled shipment of | 
CARE packages overseas; aiding | 
the Red Cross to go 30% over its | 
financial goal. 

Some 30,000 copies of the re- 


RES 
OF DIAMONDS 


RIGHT IN YOUR OWN BACKYARD 


There’s untold wealth at your elbow! 
15 million Negroes spend 10 billion 
dollars a year on every ty product! 


Reach this big buying 
the Negro press. For information write 
l.terstate United Newspapers, Inc., 545 
Fifth Avenue, N. Y., serving America's 
leading advertisers over a decade. 
NOTE: We now have facts compiled by the 
® Research Co. of America on brand 
Preferences of Negroes from coast to coast. 
Write now for this free information. | 


ublic through 


port will be distributed to busi- 
ness firms, advertising agencies, 
government officials, and adver- 
tising media. 


ANPA Bureau Adds 
Three to Board 


E. Bartlett Barnes, business 
manager of the Press, Bristol, 
Conn.; Sidney F. Harris, publisher 
of the Herald, Ottawa, Kan., and 
Eugene C. Pulliam, publisher of 
the Indianapolis Star and presi- 


dent of Central Newspapers, have 
been named members of the gov- 


lishers Association. 
Richard W. Slocum, Philadelphia 
Bulletin, is chairman of the board. 


Nicklin Promoted 


M. E. Nicklin, manager of the 
export division of Oil Well Sup- 
ply Company, United States Steel 
subsidiary, has been named sales 
|manager of the company’s Witte 
Engine Works division, Kansas 


erning board, Bureau of Adver-| 
tising, American Newspaper Pub-| 


City, Mo. M. E. Keenan, assistant 
manager of the export division, 
with headquarters in New York, 
has been appointed to succeed Mr. 
| Nicklin. 


ABC Net Show Signed 


Seeman Brothers, 


Company for a new morning 
musical show plugging White Rose 
tea. The Buddy Weed program 


will be heard Saturdays at 10:45- 
11 over a New England-Middle 
Atlantic regional net. J. D. Tar- 
cher & Co. has the account. 


New York, | 
'distributor of White Rose foods, 
has signed a 52-week contract) 
with the American Broadcasting | 


/ #1. M. REG.—INTERMATIONAL SHOE CO. 
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AN ANALYSIS OF THE 
SOUTHERN CALIFORNIA 


1947 LIQUOR MARKET 


EXPRE 


a scumitt 


Our analysis of 1947 sales volume of 
spirituous liquors in the eleven 


Southern California counties is now ready. 


Volume is indicated by state excise 

stamp sales by counties and by distributors. 
The analysis reveals that Los Angeles County 
alone accounts for 80 per cent of 


Southern California's total liquor sales. 


A request on your letterhead 
addressed to our Business Research Division 


will bring a copy of the analysis. 


HERALD-EXPRESS 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, 


INC. 
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Two Name Fisher Agency 

David E. Fisher Company, New 
York, has been appointed to han- 
dle the advertising of Associated 
Specialties Company, New York, 
manufacturer of Compo-Coller re- 
frigerator cabinets; and Pete Rick- 
ard, Cobleskill, New York, manu- 
facturer of animal and dog train- 
ing scents and distributor of trap- 


ping supplies. 


CIRCULATION (cusnent avensce) 
ST. JOSEPH NEWS-PRESS 
: St. Foncph Oarette 


“Apparel Arts’ 
and BNF Plan 
Store Awards 


New YorK—The Brand Names 
Foundation and Apparel Arts will 
present a trophy commemorating 
excellence in brand name mer- 
chandising to two stores at the 
end of 1948. The presentations 
will be made to a store in the 
small retailer category and one 
in the larger group. 

Winners will be chosen on the 
basis of the four following fac- 
tors: (1) effectiveness with which 
a store merchandises its branded 
| products; (2) success of a store 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


‘CHURCH PROPERTY 


ADMINISTRATION 


Published bi-monthly at Milwaukee, Wis. 


in identifying itself as a source 
of brand merchandise; (3) the 
effectiveness with which a store 
points out the significance of the 
brand name system to the Ameri- 
can economy, and (4) the effec- 
tiveness with which a store makes 
clear the fact that the brand name 
system is of vital importance to 
the consumer. 

The stores chosen will be se- 
lected from those nominated and 
described each month in Apparel 
Arts. 


Morris Promoted 

Robert A. Morris, advertising 
manager, has been appointed as- 
sistant to the president of Acme 
Steel Company, Chicago. F. R. 
Grove Jr., assistant advertising 
manager, succeeds Mr. Morris as 
advertising manager. 


Graybar Names Batt 


Paul V. Batt has been appointed 
sales promotion manager in the 
division sales office of Graybar 
Electric Company, Buffalo. 


Stork Guild Sells 
1,100 Druggists 
on Giveaway Plan 


Aim to Boost Yearly 
$250,000,000 Baby 
Item Market 


Cuicaco — The retail druggist 
has begun to remember mama. 

With a motivation no more sel- 
fish than that of the diaper laun- 
dryman and others who do 
business with her, some _ 1,700 
druggists are putting into opera- 
tion a unique advertising plan of- 
fering mothers a gift package of 
eight sample items for baby and 
a year’s supply of printed advice 
on his care without charge. What 
is more important to druggists and 


What makes a newspaper great? 


*THEM NEWSPAPER GUYS ARE 
NUTS -THANK GOODNESS” 


On a balmy evening last July an 
editor of a certain Minneapolis news- 
paper sauntered jauntily down the 
Upper Midwest’s main main-stem, 
Nicollet Avenue, attired in a skirt 
of revolting red, a liberal coat of 
lipstick and a Brazilian turban with 
a hand of defunct bananas and a 
grapefruit or two perched on top. 
Behind him ambled the manager of 
a Minneapolis furniture company 
draped in a Gay Nineties nightgown 
and a casual switchman’s lantern. 
These remarkable gentlemen were 
followed by a manufacturing execu- 
tive wearing a convict’s lounge suit 
and pulling a wagon with a slot 
machine in it. 


The weather wasn’t the only 


thing that was balmy that night. 
Minneapolis’ famed ‘‘Aqua Jesters”’ 
were at it again ...and a half 
million onlookers roared approval 
as some of the city’s best known 
salesmen, executives, attorneys and 
newspaper men strutted their stuff 
in the night parade of America’s 
greatest summer festival, the Minne- 
apolis Aquatennial. 

Each year at this time Minne- 
apolis’ button-busting pride in its 
lakes and parks and playgrounds, 
its sports and scenic beauties, ex- 
plodes into a huge and colorful 10- 
day carnival that attracts visitors 
from all over the world. Nine years 
old this summer, the Minneapolis 
Aquatennial already ranks with 
the New Orleans Mardi Gras and 
the Pasadena Tournament of Roses 
in the opulence of its parades, the 
magnificence of its entertainment 
spectacles and athletic events, the 
sheer exuberance of spirit that keeps 
thousands of Minneapolitans work- 
ing and planning year around to 
make the coming celebration the 
best-yet. 


This year, as usual, the Minne- 
apolis Aquatennial is out to set new 
records in showmanship, attendance 
and festive fun for visitors and home 
folks. Scores of elaborate floats are 
ready to roll. Bands and marching 
units from all over the country are 
getting set for the big parades. The 
nation’s finest athletes and enter- 
tainers are ready to travel to the 
Upper Midwest’s greatest frolic... 

And down at the editorial office 
of a certain Minneapolis newspaper 
an editor and some of his colleagues, 
who believe that good newspapers 
belong in the forefront of such worth- 
while civic enterprises, are wonder- 
ing if they can possibly make last 
year’s red skirt do for this year’s 
Aquatennial . . . 


Minneapolis 
Star 2nd Tribune 


EVENING MORNING & SUNDAY 


565,000 SUNDAY - 435,000 DAILY 


JOHN COWLES, President 
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manufacturers, the plan gives 
them a chance to boost consider. 
ably the $250,000,000 spent on 
babies each year in the nation’s 
drug stores. 

The plan offers manufacturers 
of baby items the opportunity of 
distributing samples to new and 
expectant mothers, a group some- 
times difficult and expensive to 
reach, at virtually no cost beyond 
that of the sample. peages « 

The generator of this activity is Bcau t 
the Stork Corner Guild, Inc., Chi- Jsample 
cago, which has sold each of these§who ca 
druggists, concentrated largely in §facturer 
the midwestern and northeastern fis giver 
states, on the idea of paying $1.80 §product 
for every new and expectant freturn f 
mother in his area in order to pro- §push th 
vide her with a book on baby care§ The |; 
and 12 monthly supplements dur- §sources 
ing baby’s first year. pectant 


ardizin 
Add 5 a Month were on 


mit tha 

In return, he has the assurance §its lists 

that each mother who accepts the @births | 

free offer will enter his store at Mand tha 

least once a month to pick up her some it 

monthly supplement. Once in the §druggist 
store, she has to pass by a “stork 


Adverti 


in Sep 
prochur 
descript 
manufa 
enclosec 
mailing 


taining 
corner” department stocked with fers. 
everything from rattles and toys— To p1 
to nursery equipment displayed to foffers tt 
catch the fancy of a mother and §mats of 
her baby—and that’s where the fing his 
druggist gets a return on his in- §supplies 
vestment. counter 
Last year the guild sent a mail- Bis run i 
ing piece with the book set offer §Book, 1 
to 400,000 mothers, of whom about §publishe 
58,000 began visiting their drug-ffics and 
gists to accept the gifts. Each §spective 
druggist, the guild claims, aver-— The ¢ 
aged about five new mothers afsales 0: 
month (one attracted as many as higher » 
50), which means that after pro-fwth on 
moting the Stork plan for a year, §total dri 
he had 50 to 75 mothers visiting 
his store monthly, allowing for §‘Field 
the fact that some stayed away 
some months. Launc 
The apparent success of the f ield 
scheme is measured partly by the a a 
growth in the number of druggists oe Tage 
participating, from 25 in 1944 to Betructioy 
1,700 at present, and partly by the Bstream 
reports of wholesalers. One whole- §sporting 
saler serving 700 drug stores in Progr: 
two states said his books show §>y Johr 
that sales of baby items in stores World \ 
using the stork corner system were ~-1 nog 
50% higher than other stores and § °C? 
total store sales were 15% higher. publishe 
/ advise o 
Had a Planned Loss gram. wi 


: and loc 
The guild itself claims that the 


system, by building good will and 
bringing potential customers into 
the store, does more to build pre- 
scription business than direct 
sales appeals emphasizing that 
“we specialize in prescriptions.” 
Begun in 1944 as a department 
of the Process Corporation, Chi- 
cago greeting card manufacturer, 


Renev 


Kimbe 
Neenah, 
search 
versity | 
chusetts 
for the 
funds ¢ 
fields of 


the guild operated at a “planned §?/p anc 

loss” for three years during which 

Process spent $50,000 beyond what Jonath 

it got back from sale of the books Nortor 

to druggists. The guild was con- Maccount 

sidered a “good will” promotion egy & 
“on, a 


but when the number of partici- 
pating druggists increased from 
900 in 1946 to 1,500 at the start of 
1947, it was decided to incorpor- 
ate the guild as a separate com- 


relations 
Compan: 


Meyer 


pany and to put it on a paying Aueues! | 
basis. “ys hi 

At that time, C. N. Sellie, man- J, Ory 
agement engineer, was madéBye, y, 
president. He raised the price of Bbesris. 
the book sets from $1 to $1.80 to 


eliminate those druggists w)0 
were not pushing baby items but 
were merely going along for tie 
ride. In 1947, book sales increased 
and the guild showed a smill 


profit for the first time, and since H,,, your 
Jan. 1 sales have showed a 10% Bbo.e but 
rise. The guild now has fOul Bitiong 

salesmen soliciting new druggis-s. Hj !deal for | 
|Ten wholesalers are giving coo)- §rcans, e« 
|eration and moral support. blenograp 


ipecimen 


Keeps Lists Secret quotation: 


| The gift package, which will 
|contain sample items of eight 
| manufacturers (not yet namec) 
| will be offered for the first time 


SOWA awe he = Rone LT? axe te AP Loh ee ee ia ¢ 2 ica Deaing eh ae al S. ia et re 5 a at ine il Ra ia ala I ei MR hei i eS eee ee ee eS aa lee ‘ wei Pag acne ete at ee 
ee ea a ptr: eae oe ee, Es 7. aan eee | eee eee ee S . ed ated PAE eee te ime co by VC Masgageme re E De IS oe ae oe, oo) eee See Mee ee olay erent ee tre ee 
Selene a ae Ba a ee ee eee Pe ch Se — oie eee haste ‘se eee See a, GET OLE MERON ce ool ies ‘ eee. 7 pee ~ peer ig ee ie ; a mae ae 
WS 4 eta ea gee a ee y + he eet Po i eee be in a ae. a A i et z 3 seccins Pa BT ere on ee et. ee, Ea ae TN oS tee ee ee Po eM ee i Sey te ie rn ee, ae ee epee eee | 
ee tee 2 SMM rg tie SN) A oe Kian Si nea Bie 555 al oI is eee Sie: te: peat ; ; = ee. See ee ee a Ba aE et 2 eS 2 Ci eee, eee ere. 
ee ae Te acide ks 3 ae — Se i gk 8 eae es oa nae te gam eae aS Paes re a ~~ a ae ia ts va : et, Pe ae eh ates , i eee 
ee ae wero Safe Woe Rs Pes la a ee a: La ni 2 : 
ae. 
| 
. - 
LY i * 
nih ‘ | 
. : . 
Ww ~ | 
3 © | 
J 
— fF | 
7 —_—_—_—————_-——___-_ —_—__-_—_—_-_- - ---------- eke 
is NOW OVER 
aa - } 
&§ | 
‘ } 
a “ _’ 
he | 
. ea ra ag oe Fa es aR tp) a2 ce ia er i a = 
ie E \ | 
: | E = 
‘ m i £y Ys 
: ta ee. m% ‘. 
- a — =. 
a 2 ss 
Phe are > 
- ee —— Ff | 
a Se SE 
ve *. 
sy . 7 | 
"cs « . On 4 oe) 1 : . ; ; 
an Pile): ae i Ee PP ee decree. peer ; 6 Pall ¥ a : oy cel s ary \ ee = RR Ms esis eae ay E ars es 3 | 
“ a Mee ee 7 ti: ee ¥ > . 7 en ees . . Pabst ee | 
ry ¢ Pal ae owes te io ee ‘ Cg g PAIS a a oer: fone < BP iss ae she 
oy Px re *, ee — Ye ae 
4 7 nip mae a. aes 7 | 
@ cs Bs oe So es a a 
. . Ni oe hail | ae ae dycatteey a or, ‘“ | 
} ; od, AS . u eet > ‘6Gr tae We apap ages a. 
«| gate ee aos i. “ te a ‘g Ee Ce | — Ae, ae 
oe pel ee pe On| dik rahe = @s «4 or ae j y is. ae ages Reger ert) ts se 7 2 
ee og Rage ane Ty RL Aen ee ae : Pinta ais : neers Beis. 
j Sek ees ee me es LE ore Sor gry rns ia . * OE EER Sr ipdag et FO 2 a 
c Tee CN ee” em Lee b= devia Bn Alia ae . act 3 bal gat) hs gee re finaitie on Ga ie uso | 
? mee ane yee ae eo) — ai , mys eee” eg 5 5) ee 
ee a ome ies Se ae ‘ a. : | eo hee es eS eae e iia oa ll Bige | 
. sae tng are hk q a ee eee SS ali . . ae ee Os, ea ” ; | ee ae | 
in eis Pee ‘o meer as . + i 4 Ea iatabe 
_ ies: see x iu as & 2° ees — | 
pane So 7, ah of at ue PRY ee lel tes ae Rie ones oe oo 
: i ele , : Le Shei uso! SINR AS ees aa is 
~ ae " . % : ‘a an 7 ofpemrasa  Mia i, ate fe ee ed = a ig 
« ower > re eee | 
ea) ee eae Vj» Se : , ’ ee : eS peter a peel ee | 
e Be OR. Be sy * 7 - 8 ? ‘ “eh thy: 2 ce ie Bee | 
a off _ po Brana’ mee Paty Cis os x ‘ “i ade eo i A ae gs Sinema se Ro See ae 
7 te fers 4 & 4 ol RE ie I & a 
pa é ea {ooo ee Ee ee ce saath j as me Be re i 2 ' , _ 4 ca : 4h ie5 ek Fe a a my "| sae 
: ; ie oe Paes ae u F ? Se . we ~J * i 7 ms Pe rs : Si % Bie eS ae Pees. : " et di Bo 
en at ne ae, a fe Pre ~~ , " - a P his "ee ‘(ee ee : ree | 
: i eee. iy Cnn. b= ah Ma ae "+ aft #° oe 1% ‘i a a eee 
ee, cay Sand ATE f om pore! \ £ et oe £ ot oe rae " a eo | 
‘apt a ° es es 7 4 fe Os b Pid ey oe. H (oad ee a diate eo ch ees ae a ee Bee ~<a e | 
as Me queen a Fr % ; i ™ re eee ‘ %. ; rs a ‘. z on j = h2 hs deed Jessie Z hy ite ; we | 
Bf ie bs x 49 'w 48 Ee ar 
’ inet ; \. e oT ‘ = : a a : : 
Ne ni eS Me en “ J \, cng : 0 Ue Kaa Me Pc sy | 
Mot; ae ag : ey, Bese | ee eae ce : i escigags apt ¥ bets 
re went. le iy. S Bae ’ oa i iat es Wg - 5 
Le ve dies at ame " ay Sires * . a be \ i€ t ¢ . .— i = a ey : es | 
ya + ee nema a ee eR ; =i — . | C es Oe a Sg 
ae aes ar - . 7 iy ide a » jaoglad a 7 \ ‘ . \ ty P \ og = 5 & Le . — naga meg: piece ; < 
it? i ee ae re ‘ve, es a 6 a a “ee = | 
ae : ary ae? Le ) : A ag » . ae La > 2S a meee ioe | 
re re. <i ‘hack. : toe & @e ‘ \ 7 t igo Ses - WS = Ee "ty Ey | 
wi Wg "eas Pog! mA ab bs oa bs ie as ie 5 4 : ? Se, ae d 3 
ts his: ee > a z. Fi wees eS e * . vem te: } ‘ # mee 5 
owe es Ak eee oe, ea tone OY % Warey Naess ii we, eZ ie = 
Se. Sa Fr Ee ' te g/m y > LORE ae ide ‘ J ‘ a 
« cits NO rao) a ——— . FA Siac oo “ ~~, ee ee Y 
‘ ey Se. ca ae - an 5 lke ee FF eiieee yee : | 
‘ As hr ae te el ie wer By. ~~ @ ’ % & Poe s, cee eo Mes 4 ~7 Bes) ae, f ¢ 
itis a eae | ee ee — on aac aie te Si) : ' MI enh Fan A aD | 
a me Oe ¥/ ———————) er 
ne a, gx‘ x e Se ra eee vei ti 5 RK 3 is am me 
4 v.. x“ ‘ 
" - "ys > 3 * NY f aa = % ads ' 
: a x“ % gs ~ 4 » P a 2% eg ae : . a ~ " : } 
3 a i 2 ea + ~ . ae Be a s - wi, | 
< tia” ee es “ Fed Ye ‘ ks *y Be aaa 
: sate. Nn a F ‘ : ~ ? is : 
ee ah , _: . % ; LA ee ‘ 7 E 
of . janie eer = . J } 4 “4 nlitii a 
ee, aalig, 3 ts ee eo ae - . Sos ? a f RE ei meri beg i 
he ———e ry ee ee A Saeed 
7 wisi ee ; ‘ 5 ’ er ae : a ia 3 oe Sera i | 
“J eee act tt? : me ¢ § TE Ng 
a re te ‘ i ; 2  . A Pi ’ bie 
ai 4 be: ri i i ~ ‘ 
ye ¢ 
pe | 
vag | 
eke | 
ace 
| 
<i : ‘ | 
. \ | 
Bh, ; SN | 
es ’ lf . | 
oN if j al Je 
: ? UPls Sy 
‘ . : | pe 
ie « | 
a, \ ‘ } 
he 4 | 
* . ae r .) 
a | 
= pe 
= 5 ‘ 
ne = | 
ean “al | 
ie i | 
ira | 
sini 
ie x | 
oe | 
hal 
oF | 
ey | ° 
ik : | 
aia 
i 
Z oi 
Trek 
eee | 
: ; h ‘ 
Po - “--r7 
a eC —————————— 2048 
nk er ° : : ; x - 2 < F 7 aie sai Sada Ee ae 
eRe eda sn el at Soap Syne NS 9 Sere het ee en oe pies eee a eer anor BY AM ah pe ea CERES eats TM ag RC Lok Cara: Panes eae eae cy eA a Meee TR ae ecg eget we Reged eee Drm 2g Ones AL RAO ge a SY opie We ‘ Sp SIE ia yr tes 


, 1948 


ives 
sider. 
nt on 
ation’s 


‘turers 
lity of 
NW and 
some- 
ive to 
eyond 


vity is 
“9 Chi- 
F these 
ely in 
‘astern 
s $1.80 
‘tant 
O pro- 
y care 
s dur- 


irance 
ts the 
ore at 
ip her 
in the 
“stork 
| with 
d toys 
yed to 
ar and 
re the 
lis in- 


-mail- 
t offer 
about 
drug- 
Each 
aver- 
ners a 
any as 
r pro- 
1 year, 
'isiting 
ig for 
away 


f the 
by the 
iggists 
944 to 
by the 
whole- 
res in 
show 
stores 
a were 
Ps and 
1igher. 


at the 
ill and 
's into 
d pre- 
irect 
that 
ns.” 
rtment 
, Chi- 
cturer, 
lanned 
which 
1 what 
books 
Ss con- 
notion 
artici- 
from 
tart of 
orpor- 
- com- 
yaying 


man- 
made 
‘ice of 
1.80 to 
>; who 
ns but 
or the 
reased 
small 
| since 
a 10% 
; four 
ggis:s. 
coo))- 


1 will 


right 
amec ) 


t time 


Advertising Age, July 12, 1948 


in September. An _ eight - page 
prochure, containing a full-page 
description of the uses of each 
manufacturer’s gift item, will be 
enclosed with the guild’s regular 
mailing piece to new and expec- 
tant mothers. The manufacturer 
pes one cent for each mailing 
pi ce and is freed from the cost of 
ot aiming lists of mothers—tradi- 
tivnglly one of the higher ex- 
penges of such sample offers. Be- 
call the mother must get the 
sample from the guild druggist 
who carries the line, the manu- 
facturer is assured that the sample 
is given only in areas where his 
product is sold. The druggist, in 
return for this sales aid, agrees to 
push the product. 
The guild keeps secret the 
sources of its lists of new and ex- 
pectant mothers for fear of jeop- 
ardizing those sources. It does ad- 
mit that it gets a large share of 
its lists of new mothers from 
births published in legal papers 
and that seven sources are used, 
some involving the help of the 
druggist for the difficult job of ob- 
taining names of expectant moth- 
ers. 
To promote its gifts, the guild | 
offers the druggist free newspaper | 
mats of ads, with space for insert- 
ing his store name. The guild also 
supplies window trailers and) 
counter displays. A full-page ad | 
is run in the Red Book and Blue 
Book, two druggists’ directories 
published annually by Drug Top- 
ics and American Druggist, re- 
spectively. 
The guild reports that postwar | 
sales of baby items are 29.8% | 
higher than prewar as compared | 
wth only a 14.9% increase for 
total drug store sales. 


‘Field & Stream’ 


Launches Video Show 
Field & Stream, in cooperation 
with World Video, Inc., New York, 
has launched a_ new television 
series, consisting of action and in-| 
struction movies from the Field & | 
Stream film library and other 
sporting sources. 

Programming will be supervised 
by John Steinbeck, a director of 
World Video; production will be | 
handled by Fred Rosen of World | 
Video, and Eltinge F. Warner, 
publisher of the magazine, will| 
advise on subject matter. The pro- 
gram will be available to national 
and local sponsors. 


| 
| 


Renews Fellowships 


Kimberly - Clark Corporation, 
Neenah, Wis., has renewed its re-| 
search fellowships at the Uni- 
versity of Wisconsin and Massa- 
chusetts Institute of Technology 
for the 1948-49 school year. The 
funds assist graduate work in/ 
fields of interest and value to the) 
pulp and paper industry. 


lonathan to Fogarty 


Norton Jonathan, formerly an 
account executive and radio con- 
sultant of Jos. W. Hicks Organiza- 
ion, has been appointed public | 
relations director of C. C. Fogarty. 
Company, Chicago. 


Meyer Appoints Grey | 
Grey Advertising Agency, New | 
York, has been named to handle 
the consumer and trade advertis- 
‘ng of Joseph H. Meyer Brothers, | 
New York, maker of Richelieu 
dearls. 


Cut your composition costs to the 
boie, but get just-like-type reproduc- 
tions by using VARI-TYPE service. 
\deal for presentations, folders, house- 
orcans, etc. Perfect for stencil or 
plenograph work. Write or phone for 
pecimen sheet of type faces and 
quotations. 


: Preparation : 
oiinc oe RANGoiph M47 6°" 
208 N WELLS ST 
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Magnavox Again 
Making Portables 


Fort Wayne, Inp. — Magnavox 


Company here is re-entering the pounds, retails at $49.50. Both are) 


began concentrating on radio-pho- 
nograph-television combinations. 
The new phonograph, weighing 
'16 pounds, retails at $29.95 and 
the combination, weighing 17% 


print situation,” Metro announced, 
caused earlier production of this 
year’s edition. 


ABC Names Doty 


Clarence L. Doty, sales manager 


portable phonograph field with | all-electric, operate on AC current) of WJZ, ABC station in New York, 


two new lines—a Playfellow pho- 
nograph and radio- phonograph 
combination. 

The company said that the move 
is aimed at capturing some added 
business at the low end of the 
market now that competition in 
radio is stepping up. Magnavox 


portable models were discontinued | o¢ jts annual Christmas greeting| pointed Beatty & Oliver, 


and come in wood and formed 
masonite cases styled as modern 
| luggage. 

| Maxon, Inc., here is the agency. 


Christmas May Come 


Metro Associated Services, New 
York, has issued the 1948 edition 


‘has been named executive assist- | 


|ant to Murray B. Grabhorn, vice- 
| president in charge of owned and 
| operated stations for the American 


| 


| network. 


| To Beatty & Oliver 


Westfield Metal Products Com- 
|pany, Westfield, Mass., has ap- 
New 


before the war when the company mat service. “Easing of the news-' York, to place its advertising. 


Appoints Stahl Agency 

The Texas Citrus Fruit Growers 
Exchange, Mission, Tex., has 
named H. M. Stahl Advertising 
Agency, Rock Island, Ill, and 
Mission, to handle its advertising 
and marketing program. Newspa- 
pers and radio will be used. 


NEED HUMAN-INTEREST RESEARCH? 


Alexander McQueen serves nafional ad- 
vertisers with keen human-interest stories 
on thelr products. Popular, interesting, 


ALEXANDER McQUEEN 
5222 N. Lakewood, Chicago 40, iil. 
Phone RAV. 9010 


YOUR AD SAYS “BUY” “WHER K?” 
.. BUT MR. PROSPECT ASKS ° 


mailing—your dealers are spared the details of handling, and 


National advertising can and does create the desire to buy. 


But that isn’t enough. 


It takes local stimulus to clinch the sale—Mr. Prospect must 


be told where to buy. 


And that’s the job of dealer help direct mail. . . 


to tie in with the national advertising program and 
lead Mr. Prospect to his local source of supply. 


Left to his own devices, the average retailer won’t undertake 
a full fledged direct mail program. Most of them have neither 
the facilities nor the know how. 


And even if you supply them with the material, free or other? 


wise, it’s a good bet that most 


of it never reaches the public. 


But with Donnelley’s complete direct mail service—including 
supplying the mailing lists, planning the campaign, creating 
the pieces, printing the material, imprinting, addressing and 
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350 E.22nd ST. 
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prospects get the right local stimulus at the right time. 


Your nearest Donnelley office will be glad to tell you more 
about this ideal method of handling direct mail promotion. 


OTHER DONNELLEY SERVICES: 


@ CONTEST PLANNING AND JUDGING—supported by years of 


experience in handling the nation’s major contests. 


@ SELECTIVE MARKET MAILINGS—proved by exhaustive tests, 
national, regional and local campaigns. 


@ MAIL-AWAY PREMIUM SERVICE—executed by an expert staff 
geared to handle volumes of requests quickly and efficiently. 


@ SAMPLE MAILINGS—mass or selective coverage, including the 
complete job of addressing, packaging and mailing. 
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LLEY CORPORATION 


727 VENICE BLVD. 
LOS ANGELES 15, CALIF. 
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N. Y. Binders Set 
Trade Code Rules 


New Yorx—The pamphlet bind- 
ers group of the New York Em- 
ploying Printers Association last 
week gave preliminary approval 
to seven proposed trade practice 
rules, in the course of a confer- 
ence held with the Federal Trade 
Commission here. 

The rules prohibit “unfair” pro- 
curement and “wrongful use” of 
competitors’ confidential informa- 
tion, as well as discriminatory 
prices, rebates, refunds, discounts 
and credits. On the list of unfair 
practices are: commercial bribery, 


\defamation of competitors, selling|and Los Angeles offices of Roy S. 


products below cost to injure com- 
petitors, pirating competitors’ em- 
ployes and trying to induce breach 
of contracts between competitors. 

The rules will be studied by 
FTC and promulgated tentatively 


with additions or changes neces-| 


sary at a hearing to be held soon 
in Washington. 

The group comprises 260 local 
producers of pamphlet binders, 
with an annual volume of about 
$14,000,000. 


Regan Appoints Durstine 

G. P. Regan & Sons, Burlin- 
game, Cal., maker of harmonicas, 
has appointed the San Francisco 


SERVICE 


BINDERY CO., Inc. 
S$UPerior 5105 


PORTFOLIOS * MOUNTING 
DIE-CUTTING * 
PAPER and BOARD LINING 


EASELING 


360 EAST GRAND AVE., CHICAGO 11, ILL. 


Durstine, Inc., to handle its ad- 
| vertising. 


Clark Promoted 


Alma L. Clark has been named 
head of the merchandising, pro- 
motion and publicity activities of 
the Intermountain Network, Inc., 
Salt Lake City. She formerly 
served as assistant to George C. 
Hatch, president and general 
manager of Intermountain. 


Names Bensignor | 


M. E. Bensignor, New York, has | 
been appointed exclusive United | 
States representative of Ingenieria | 
|Ferroviaria, railroad engineering 
|business paper, Buenos Aires, 
| which began publication with the 
June issue. 


| 
Weber Names Foley 

F. Weber Company, Philadel- 
phia, St. Louis and Baltimore, 
maker of artists’ colors and other 
| materials, has named Richard A. 
|Foley Advertising Agency, Phila- 
delphia, to direct its advertising. 
Art magazines will be used. 


Wessel Unveils — 
New 3-Dimension 
Counter Displays 


Cuicaco—Advertisers who want 
to keep their point-of-purchase 
cards out of dealers’ wastebaskets 
and get them up on the counter 
to do the promotion job may find 
the answer to their problems with 
Stanley L. Wessel’s new trio- 
graphic process, unveiled here last 
week. 

Ronson Art Metal Works al- 
ready has purchased 50,000 of the 
three-dimensional plastic counter 
displays of its cigaret lighters, and 
reports almost 100% acceptance 
by dealers—including the exclu- 
sive Michigan and Fifth Ave. 
shops, which ordinarily look 
askance at point-of-sale material. 

In addition, the full-color pro- 
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Executives plan business moves in the light of vital 
spot facts they get in the Journals of Commerce 


Eacu day’s events can affect the profits of 
business and industry. 


A policy announcement by the President. 
A drought in a distant land. An impending 
strike in X-industry. 


To many a business, issues like this carry 
vital implications. New scarcities? An in- 
crease in demand? A hike in prices? New con- 
trol factors? A marketing bottleneck? An 
inventory squeeze? A narrowed profit margin? 


Each day the Journals of Commerce (New 
York and Chicago) spotlight all the significant 
news for business and industry. These complete 
daily business newspapers are edited solely for 
business, industrial and financial interests. 
Spot dispatches from a world-wide staff and 


exclusive business-angled news features, fun- 
neled down to the specific interests of man- 
agement executives. 


To the 200,000 Journal of Commerce read- 
ers this is the day’s most vital news. Each 
morning they scan their Journal of Commerce, 

Fa interpret the facts and make decisions to 
meet the indicated conditions. 


No other source of business news is as com- 
plete and authentic as the Journals of Com- 
merce, the daily newspapers that spark action. 


TOP MANAGEMENT’S GOOD RIGH 


who DECIDE ... 


Journals 


eM 


Cab or New Rule Over Seem Basiig | sur s commons ie va mene We 
Table Ta Ton Gear | ee ne POLED Ta S| peteahnn tndbestee | ries SS san a cee 


Do you advertise a business product or service? A com- 
mercial or industrial commodity? A consumer product with 
a top-income market? Have you securities to sell in a market 
that has capital to invest? Do you have an institutional 
message for top management? 

Write or telephone for the Story of the Greater Journal of 
Commerce Market and rate cards. One order buys either or 
both, for sectional or nation-wide coverage. Get to the men | 
in the dailies that HELP them decide. 
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BAS-RELIEF—Stanley Wessel, head of Blargest 
Stanley L. Wessel Co., Chicago, points B -omplet 
to the three-dimensional hand in one Bouter | 
of the plastic counter cards produced for Cal 
for Ronson Art Metal Works by the ture eo 
new triographic process. pons 
about 1 
motion pieces, printed in one op-Bhigh as 
eration by offset, are said to costBletters ‘ 
in the neighborhood of 50 centsBtall and 
apiece, with costs expected to beBin heigh 
halved as vinylite plastic supplies§ Anoth 
increase. of the 
Mr. Wessel, whose color print-frulsa, O 
ing and graphic arts house hereffighted : 
bears his name, has spent 10 yearsHated ck 
and more than $100,000, in coop-Bstories h 

eration with the Borkland Labo- 

ratories, Marion, Ind., developing ‘ 
a method of obtaining reproduc- Schre’ 
tions of color photos in deep re- WGN. 
lief, without limitations as to Rumoi 
depth. had fire 
Ronson Is the First ie = 


hich sI 
eek, w 
Schreibe 


The Ronson counter cards, first 
commercial job turned out by the 
/house, contain a depression for 


‘the lighter, raised flame and, in Ro. 
one of the five styles, three-dimen-Byje put 
‘sional hands, one holding theMber of t 
|lighter and one holding the cig-Mthat five 


-aret. The other four types offfmors hi 
| cards carry similar raised featuresJmone of 
ecutive | 


Limitations on the use of three- 
dimensional store displays pre- 
viously were the costs involved 


Le Pag 


|and the fact that paper or paste-§ Adri 
board fibers will only stretch a agency, | 


given distance before breaking. 

| Quantity production of displays 
|in depth formerly has depended 
‘largely on silk screening, spra 
| painting and hand coloring or the 
|use of decalcomanias, and the re- 
| sultant expense usually limited 
ee displays to selected outlets 


resident 
reated € 


Boltz # 

J. Wa 
has been 
vertising 


tion, Lo 
Printed by Offset using me 

With the triographic process ite’, an 
however, the plastic materia) is ready-to- 


| ender printed by offset, and molded 
'to shape, using sheets up to 30x40 
inches in size. The molds cost ap- 
| proximately one-tenth as much as 
| injection molds. 

One early difficulty encountereé 
was the development of, inks 
which would stretch without dam- 
age to the color surface—a prob- ‘ 
lem which has since been solved 
Research also was directed toward 
achieving proper register after the 
material was stretched, and that 
objective also has been acccom- 
plished. 

The process can yield glossy, 
dull or satin finishes, and is 
adaptable to car cards, posters end 
other outdoor advertising. Si ce 
the plastic is unbreakable in nor- 
mal use, waterproof, scrat:h- 
proof, non-inflammable and lig“'- 
weight, it also is adaptable to 
cartons and containers. 

Agency presentations by ‘he 


batter. 


Wessel organization were inaus U- 
rated last week. 


To O'Neil, Larson 


HAND | 


Oxford Products, Inc., Cleve- 


land, pharmaceutical manufactu’- xind 
er, has named O’Neil, Larson & 
McMahon, Chicago, to handle :‘s{f INDUSTRI 


advertising. 
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m | |Calvert, Bond 
m) | Vie for Largest 
| | Sign Honors 


New YorkK—Sometimes you 
don’t know what to believe. AA 
has received releases on two new 
outdoor signs, each the “world’s 
largest.” 

The Bond Clothes’ Times Square 
store spectacular runs the full 
length of the block from 44th to 
45th street and is 75 feet high. 
But that’s just the beginning. The 
sign itself consists of five-story- 
tall male and female figures 
which flank a waterfall, 132 feet 
wide and 27 feet tall. At the base 
is a traveling message sign which 
will carry news of the entertain- 
ment world in letters six feet 
high. 

The other contender for the 


ead of largest sign in the world is being 
Points completed in Chicago on_ the 
* a Outer Drive at Randolph Street 
oduce 


for Calvert distillers. The struc- 
ture covers 23,940 square feet in 
area and when finished will weigh 
about 170 tons and will stand as 
high as an 18-story building. The 
to costBletters “C” and “L” are 58 feet 
) centsBtall and are equal to six stories 
| to bein height. 

upplies§ Another large new sign is that 
of the First National Bank of 
print-§rulsa, Okla., promoting itself. The 
e hereMighted sign, with a large illumin- 
0 yearsfated clock at its base, is nine 


by the 


ne op- 


To Hicks & Greist 


J. Sklar Mfg.. Company, Long 
Island City, N. Y¥., manufacturer 
of surgical instruments and suc- 
tion cup apparatus for the pro- 
fessional and hospital field, has 
placed its advertising with Hicks 
& Greist, New York. 4% 


Buys Belt Division ~ 


Wire Belt Company of America, 
Cambridge, Mass., has purchased 


|of the promotion and press in-| announcements and point-of-sale| Howard Advertising Agency, Chi- 


|formation department of Station 
WCCO, Minneapolis-St. Paul, suc- 


|ceeding Carl Ward, who has been 


transferred to the sales depart- 
ment. 


Dad's Root Beer Goes 
to Fountain Outlets 


Dad’s Root Beer Company, 
which formerly marketed its root 


beer exclusively in bottles, now 


material prepared by Malcolm-| cago. 


| coop-Bstories high. | 
Labo- —_—_—_—_—_ | 
eloping 
yroduc- 


Schreiber Denies | 
ep re- 


WGN-TV Rumors 


as to Rumors that Station WGN-TV) 

had fired the majority of its staff 

and reduced its video program-| 

ming in a “retrenchment move,” | 

is, firs{]fwhich snowballed in Chicago last) 

by the eek, were denied by Frank P.| 
on fe Schreiber, station manager. 

d _m@ Mr, Schreiber declared that the 

pe station has “readjusted” its sched- 


le, but has not reduced the num- | 


1g theMber of broadcast hours. He said | 
1e cig-Mthat five, not 25 to 35, as the ru- | 
pes ofmmors had it, people have left, 
aturesfmone of whom were in high ex-| 


three-gecutive positions. 
S$ pre- 


volved 


| 
| 
| 


LePage Appointed V.P. | 


paste-® Adrian Bauer Advertising 
etch afAgency, Philadelphia, has appoint- | 
cing. fed W. Laurence LePage vice- | 
isplaysporesident in charge of a newly | 
nended reated engineering department. 
spra 


Boltz Appoints JWT | 
J. Walter Thompson Company | 
has been named to direct the ad- 
vertising of F. W. Boltz Corpora- 
tion, Los Angeles. A campaign 
using newspapers, radio, maga- 
zines and trade publications will 
ig be launched for Grid-L-Rich, a 
»@eady-to-cook buttermilk pancake 


MM 


in the basic source 


OF MARKET INFORMATION 


or the 
the re- 
limited 
yutlets 
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the wire belt division of J. W.| Offers the beverage in finished 
Greer Company, Cambridge. The | fountain syrup form or 14 strength 
Greer Company plans to expand | concentrate. Automatic cabinet 
output of its continuous produc- | and wooden barrel type dispensers 
tion machinery. |; with mugs are available to deal- 

-ers who sell the fountain bev- 


wcco Appoints Moe > Frumkin has been ap- 


Tony Moe, formerly promotion | pointed sales manager of the foun- 
director of Station KELO, Sioux! tain syrup division, whose prod- 
Falls, S. D., has been named head ucts will be promoted with spot 


The record each month 


of the finest perfume 


and cosmetic advertising 


BEAUTY FASHION 


Also publishers of 


DRUG AND COSMETIC INDUSTRY) 


Air view of CAPE GIRARDEAU — 
commercial and cultural Center of 
Southeast Missouri 


LO ee thee s 


These modern retail outlets are typical 
of the many farm-supported stores in 
Cape Girard Th ds of their 
customers have been Missouri Ruralist 
readers for many years. Buying habits 


Mts tet ee 


| ASSON St 


| a onials Sea shi at 


of these farmers reflect the confi- 
dence established by the Ruralist’s 
editorial leadership merited by 80 
years’ effort devoted to the dis- 
tinctive requirements of one particu- 
lar agricultural area. 


CAPPER PUBLICATIONS, INC 


They Know Which Side Is Buttered 


CAPE GIRARDEAU derives its prosperity from its 
success as a farm market center, knows it and is proud 
of it. To retain its position as supply center for 22 pros- 
perous agricultural counties, businessmen of this 
traditional Mississippi river city keep constantly in 
touch with every factor that influences farm buying. 
They know the value of their soil conservation dem- 
onstration farm, of their area-wide dairy improvement 
program, of their farm youth projects. 


These merchants have a sincere regard for 
MISSOURI RURALIST, their state farm paper, with 
10,857 subscribers in the trade territory. They know the 
influence MISSOURI RURALIST has exerted for 80 
years in improving farm operation, farm living and 
farm income in the state. They are emphatic in their 
demand that manufacturers and distributors give them 
the active sales assistance of MISSOURI RURALIST 
advertising. They all agree that you can make products 
move in Missouri by advertising in 


offices ere in New York, Chicago 
Sen Francisco, Kanses City, and Topeka, Kansos. Editorial office: FAYETTE, MISSOURI 
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Proprietaries 
Taxed, but Not 
Prescriptions 


clared: “We have excluded 
branded products from the list of 
exemptions . . . because their in- 


,clusion would involve freeing all 


the popular proprietary medicines 


from tax, and that would involve 


Lonpon—The new tax bill re-|us in a loss of revenue which at 


cently passed by Parliament ex- 
empts all prescription drugs from 
taxation, but continues purchase 
taxes on proprietary drugs. 

H. N. Linstead, M.P. and secre- 
tary of the Pharmaceutical So- 
ciety, had previously asserted that 
drugs and medicines were not 
suitable articles for taxation, since 
persons suffering from illness 
carry the additional burden of 
taxation. 

Douglas Jay of the Treasury de- 


-% * a vy 
39a casi veta cee Pore 


‘THE LETTER SHOP, Inc. 
481 6G. Dearborn &., Chicago 5. Illinois 


present we cannot afford.” 


ACA Nominations Asked 


The Association of Canadian 
Advertisers awards jury has 
opened nominations to select five 
men and women who have made 
noteworthy or outstanding con- 
tributions to Canadian advertising 
in 1948. Athol McQuarrie, 303 
Federal building, Toronto 1, will 
accept nominations and support- 
ing data until Aug. 14. Awards 


will be made at the annual dinner | 


in Toronto on Oct. 29. 


WGAI Names Hefferman 


William P. Hefferman, formerly 
commercial manager and assistant 
station manager of Station WDVA, 
Danville, Va., has been appointed 


manager of Station WGAI, Eliza-| 


beth City, N. C. 


Free-Lance Art 
Pay Is Low, 
Study Indicates 


MINNEAPOLIS — Beginning com- 
mercial artists should avoid free- 
lancing, should expect to earn 
about 


ples when applying for a job. 

These are among conclusions 
reached from a survey of employ- 
jers by Olmsted & Foley Adver- 
ltising Agency and the Minne- 
apolis School of Art. 

The survey questionnaires were 
'sent to 1,988 companies, including 
agencies and printing firms. More 
than 350 replies were received. 

Other findings: Most employers 
are willing to hire a beginner; 
employers are more interested in 
lettering samples tian life draw- 
ings; less than a third of the em- 
| ployers have G.I. on-the-job train- 
ing programs, and industrial de- 
signers pay more to beginners 
| than other employers. 


$1,800 the first year and) 
should submit original work sam-_ 
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DEMONSTRATOR—The Glidden Co., Cleveland, is using its 80 bulletins, located 

in 25 states, to help establish recognition for the new Glidden trademark and 

for the company's slogans lettered on the paint can's label. Glidden Post-Ad 

bulletin colors, used on the boards, demonstrate the paints’ permanent qualities. 
Meldrum & Fewsmith is the agency. 


To O’Brien & Dorrance 


| Jerome D. Bryant, formerly 
with Badger & Browning & Her- 
sey, has joined O’Brien & Dor- 
'rance, New York, as a copywriter. 


HOOPER-WISE ... 
(a) 1st again in Total Rated Time Periods.* Gains made though 2 more stations on the air. 
(b) Dominates in 35 out of 40 quarter-hour periods, 8 a.m. to 6 p.m. Monday thru Friday. 
(c) Over 63% greater audience in those 40 periods than next highest rated station. 

/ (d) Over 64% greater audience in those 40 quarter-hours than the total of the three lowest- 


That's Actuali 


their budgets on this station. 


rated stations combined. 


PROGRAM-WISE . 


Based on Factuality! 


Block-Programming Pioneers. 
A Dozen Top-Flight Personalities — steeped in showmanship . . . Hooperating higher in Des 


Moines than most big network shows... . 


most of them commanding two-figure ratings. 


j For instance, there’s the astronomical 19.1 of the city’s No. 1 newsman, Russ Van Dyke — 
the 14.4 of top disc jockeys Don Bell and Gene Emerald — the 16.1 of Larry Davis’ award- 
winning “High Five” platter show. 
Field-Pacing Production and Promotion Staffs. 
Unmatched Special Events Coverage (over 500 remotes June, 1947-June, 1948). 
That's Know-How Delivered Where Knowledge Is Demanded! 


BUSINESS-WISE ... 
ist in Local Accounts . 


. . 1947-48 national business never was 
better. More and more aggressive merchandisers are concentrating 
For instance, a baking concern 
sponsors all “Play-by-Play With Al Couppee” sports broadcasts 
(over 100) the year-around. 
That’s Acceptance Where Acceptance Counts! 


To Sell the Rich 
Central lowa Market, Buy 


KRNT 


*C. E. Hooper Winter-Spring Report 


Dec. 1947-April 1948 Des Moines—City 


ASK A KATZ MAN 


DES MOINES 


THE REGISTER AND TRIBUNE STATION 


That Very Highly Hooperated, 


ABC Affiliated 


Station in Des Moines! 


Sales Results Premeditated, 


Booklet Shows 
How Trade Groups 
Practice Research 


WASHINGTON—An 80-page guide 
is now available from the Depart- 
ment of Commerce to assist trade 
association executives contemplat- 
ing initiation, expansion or reor- 
ganization of market research pro- 
grams. 

Written by Theodore K. Pasma, 
of the trade association division, 
Office of Domestic Commerce, it 
discusses current research activ- 
ities of 75 cooperating associations, 
illustrating the following types of 
projects: (1) product research, (2) 
consumer research, (3) market 
analysis, and (4) research relating 


to marketing functions, policies 
and costs. 
Prewar departmental surveys 


showed about a third of the 2,000 
national and regional trade associ- 
ations engaged in some form of 
market research. Postwar surveys 
have shown even greater activity. 


Follows 2 Others 


The booklet describes how asso- 
ciations carry on marketing re- 
search through committees, uni- 
versity cooperation, joint sponsor- 
ship and private research organ- 
izations. In addition, it contains 
a selected bibliography of govern- 
mental and non-governmental 
sources of secondary marketing 
data, and an alphabetical list of 
the cooperating associations. 

“Trade Association Opportun- 
ities in Marketing Research” (In- 
dustrial Series No. 78) is available 
from the Superintendent of Doc- 
uments, Washington 25, or from 
Commerce Department field offices, 
for 25 cents. 

Two companion publications re- 
cently issued are “‘Trade Associa- 
tions Industrial Research” (Ind. 
Series No. 77), 25 cents; and “U.S 
Associations in World Trade and 
Affairs” (Ind. Series No. 70), 30 
cents. 


Borden Gives Lift 
to Junior Achievement 


Borden Company’s “County 
Fair” (CBS) is sponsoring count) 
fairs for Junior Achievement 
groups in the 163 cities covered 
by the program. Youngsters will 
be able to use the program to pro- 
mote a community project or 4 
local or national charity. 

CBS stations have been asked 
to take the lead in forming JA 
companies. The winning compa y 
will appear on “County Fair” in 
New York. 


Cities Service Warns 
“Winter's Coming’ 

“Remember last winter—prot«ct 
now” is the theme of Cities Serv- 
ice’s fall change-over campai£”. 
Photographs taken during 1:5 
year’s blizzard will be used 
illustrate the advertisements 12 
newspapers, 
door posters. Radio also is to 
used. Ellington & Co., New York, 
is the agency. 
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Comics Publishers 


, 1948 


|eott fight. The court ruled that a/| 


Riordan Names Two fig 
| television broadcast may not be 


Buxton P. Lowry, formerly ac- ‘reproduced for fi BA 
, profit without the BE 
i count executive of G. M. Basford | consent of the principals. Such an cqOo<VhaU- 
Company, New York, has been action would be “theft of a prop- O#=zA 
e On 0 e peat coe tage 5 ot — =. erty from the person who bought 1 PRIZES VW €—Q 
, -|the televisi ights,” th rt BZ 
Ford C. McElligott, formerly sales | a ee ae ee FIRS - ——s east snow* 
and advertising manager 0 ifm | The complaint, which followed Zz 
; {0 Purge Books quipment Company, Burbank, has| reports that both the theater and SECOND pRIL ae gytpo0k ai share © 
ome named account executive of | hotel would pick up the fight on GAV—Q4qa pius ov ust poster 
New YorK—Comics book pub- e agency. | large screen television, was filed 0 PRIZES oH ° wpundred Be cist 
hishers met here July 1 to establish eres 2 need by Joe Louis, Joe Walcott, the THIR VA ~ opriatio® 
4 six-point code of editorial stand- Court Stops ‘Theft’ {Sees Goameters, HL, Comets ane _BA_ 


ards, and to report that a new ad- 
ertising code is under discussion 


J and will shortly be put into effect. 
= Coinciding with widespread civic 
reaction to the content of some 
= omics, the Association of Comics 
cated Magazine Publishers, headed by 
ger Phil Keenan, general manager of 
+-Ad [piillman Periodicals, as president, 
ities, fpaid a drive would start to bring 
all comics publishers into line (the 
——. MACMP represents 12 publishers). 
The self-policing code demands: 
“Crime should not be presented 
n such a way as to throw sympa- | 
UPS Bhy against law and justice or to | 
nspire others with the desire | 
ch or imitation. No comics shall show | 
; he details and methods of a crime | 
8ulde Fommitted by a youth .. . officials 
*part- Bnd respected institutions should | 
trade Biot be portrayed as stupid or in-| 
— pffective ... 
1 pro- Bans ‘Sadistic Torture’ 
“No scenes of sadistic torture 
‘asma, Rhould be shown. 
sion, § “Sexy, wanton comics should not 
ce, it fhe published. No drawing should 
activ-BRhow a female indecently or un- 
tions, uly exposed and in no event more 
eS Of Bude than in a bathing suit com- 
h, (2) Bnonly worn in the United States. | 
iarket# “Vulgar and obscene language 
lating Rhould never be used. Slang | 
licies Rhould be kept to a minimum and | 
sed only when essential to the | 
rveys Btory. 
2,000 “Divorce should not be treated | 
SSOCI- humorously nor represented as 
‘mM 0! Blamorous or alluring. 
irveys @ “Ridicule or attack on any reli-| 
vity. Mious or racial group is never per- | 
iissible.”’ 
Mr. Keenan told reporters that 
aSS°- wo other publishers besides the | 
& Te-B2 members of the new ACMP | 
unl- Bhave agreed to adhere to the code. | 
nSOr- Bie said that 34 publishers put | 
rean- But 270 titles a month. He said | 
ntains Bie drive to enlist other adherents | 
vern- Byil] start promptly and estimated 
nenta’ Bhat purifying effects would be 
posing vident in comics in about three 
ist 0! Boonths’ time. 
yrtun- No Date Set for Code | 
_(In- f Mr. Keenan said the code could | 
ilable Biot be attributed to any single | 
Doc- Biece of adverse criticism or legis- 
from Bation, and asserted that the clean- | 
ffices, Bin campaign had been under dis- 
‘ussion for a number of months. | 
1S T€- @ The 12 publishers who are in the | 
socla- MACMP are: Hillman, Famous | 
ies ‘unnies, Lev Gleason Publications, | 


IeCombs Publications, Golden 
Villow Press, Avon Periodicals, 
ce Magazines, Orbit Publications, 
Superior Comics, Consolidated | 
lagazines, Crestwood Publishing 
‘ompany and Educational Comics. 
wo publishers who have signed 
he code but have not yet joined 
he association are Premium Serv- 


p and 


)), 30 


te ce Company and Parents’ Insti- 

= ute, 

= No date has been set for pro- 

) pro- Mulgation of the advertising code. | 

or alr. Hillman told AA that it will | 
¢ discussed at a meeting of ACMP | 

asked Mluly 15. 

g JA eee ee te 

wpa ny : : 

r’ infMevlin Joins Lord | 


Rk. T. Devlin Jr., formerly ad- | 

vertising manager of Majestic 

Radio & Television Corporation, | 

hicago, has joined T. W. Lord, | 

‘ey York representative of the 
rotect Philadelphia Inquirer. 


‘foins Williams-Thomas 
od to F. S. McCarthy, formerly ad- | 
‘ertising manager of Canada Dry 


in 
i -ginger Ale Ltd., Toronto, has| 
to vegpoined Williams - Thomas Ltd., | 
York,goatreal poster advertising firm, | 


S sales manager. 


of L-W Bout Telecast 


The common pleas court of 
Philadelphia, in what is believed 
to be the first case of its kind, 
issued an injunction against the 
Broadwood Hotel and the Lawn- 
dale Theater restraining them 
from reproducing the NBC-Gil- 
lette telecast of the Louis-Wal- 


Philco. 


Gets Kojel Account 


Kojel Company, manufacturer 
of a gelatin dessert, has placed its 
advertising with Alvin Epstein 
Advertising Agency, Washington. 
A campaign has been launched | 
using newspapers, radio and trade | 
publications. 


is and so is the life of a Point-of-Sale Display which features 


really fine illustration. Beautiful pictures like this one by Dale 
Nichols (whose work hangs in the country’s outstanding art 
museums) carry such an atmosphere of permanent value that Mr. Storekeeper actually 


finds it hard to discard or replace them. 


It takes technical skill as sure as INLAND’s to reproduce a thing of beauty so that it will 


in truth be a joy forever. But INLAND uses the same care, the same critical quality con- 
trol, with every display piece whether it features an Old Master or a young missy. The 
most modern of equipment weds with old-fashioned ideals of craftsmanship to make 


YwWe con make 
subjects of great 


eppeal available for your regional use at lower costs than 
you might expect. Ask about them. 


: 


INLAND lithographed cardboard Point- 

Of-Sale Displays the kind that storekeepers 
welcome, put up, keep up. And Displays like 
that put up and keep up Sales! 


Call INLAND in on your pro- 
motion job, great or small — 
you'll like the way we work! 
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‘Financial World’ 
Cites 962 Reports 


| 
| New York — Financial World 
will present merit awards to 962 
United States and Canadian cor- 
porations for producing attractive 
and readable annual reports for 
1947, at a dinner at Hotel Penn- 
sylvania, New York, on Oct. 21. 
New recipients of awards this 
year include Bankers Trust Com- 
pany, New York; Delaware & Hud- 
son Company, Diamond Match, 
Hat Corporation of America, In- 
ternational Shoe, Mack Trucks, 
Royal Typewriter, Texas Com- 
pany and Virginian Railway. 
“Oscar of Industry” trophies 
will be decided in 100 industrial 
classifications by a jury composed 
of Dr. Lewis Haney, New York 
University, chairman; Glenn Gris- 
wold, Public Relations News; 
Sylvia F. Porter, New York Post; 
Elmer Walzer, United Press, and 
Lester Tichy, industrial designer. 


Chicago Artists Elect 

The Art Directors Club of Chi- 
cago has elected Doug Smith, The 
Buchen Company, president. Other 
officers elected are: John Breunig, 
Foote, Cone & Belding, 1st vice- 
president; Joseph Barcanic, Tat- 
ham - Laird, 2nd vice - president; 
Luther Johnson, Batten, Barton, 
Durstine & Osborn, secretary, and 
Fred Fisher, Montgomery Ward & 
Co., treasurer. 
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Circulation 


vp...UP...UP 


for another All-Time High in’48 


Lilly Now 172,548" 
Jundy Now 200,772" 


A gain in °48, Miami Herald circulation continues 
to soar, keeping intact a record of rapid gain that 
dates straight back to 1937. First and fastest- 
growing newspaper in Florida’s first and 
fastest-growing market ... here is a pattern 
of steady expansion and solid activity 
that has made The Miami Herald one of 


the nation’s important advertising media. 


*Average Net Paid, 6 months, ending March 31, 1948 


JOUN S. KNIGHT, Publisher 
STORY, BROOKS & FINLEY, Notional Representatives “ 
Affiliated Stations - WQAM, WQAM-FM 


MIAMI -- An International Market! 
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tougher? What about lint? 
How many are in a box? 
This ad seems to be based 
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Four Appoint Aves 

Wesley Aves & Associates, 
Grand Rapids, Mich., has been ap- 
pointed to direct the advertising 
of Orthopedic Frame Company, 
Kalamazoo, Mich., manufacturer 
of Stryker orthopedic and surg- 
ical equipment; Travelers Equip- 
ment Company, manufacturer of 
Taykit pocket stoves; Holland- 
American Wafer Company, man- 
ufacturer of Dutch Twin sugar 
wafers, and Blackmer Pump Com- 
pany, all in Grand Rapids. 


At the same time, quite significantly, advertising turned 


This Yes ad is a good example—although its appearance 


It will probably rank high for readership. But can any- 
one who has ever personally come in contact with sales 
resistance feel that it is going to exercise the least influ- 


ag its the tissue 4 tees 
yi that settles the issue! » Gre 
i NN 


|G Vir e wide open YO bere! Batti than anay ~~ 
L mang | 


What advantages do Yes tissues offer? What, in fact, do 
they look like? Are they bigger—or the same size? Are they 
Have they a price advantage? 


many ads today—that if you get a high enough Starch rating 
and don’t risk offending anybody by asking them to buy 
the product, you’ve done a wonderful job. 

Maybe it’ll win an Art Directors’ award. Maybe it’ll be 
mentioned in the Annual Advertising Awards. 
will be cited in an article on “the New Look in advertising.” 

But—and this the occupant of this space considers the $64 
question—will it sell Yes tissues? 
purpose. It’s hard to tell these days. 
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Vhe Creative Mans Corner 


During the reign of F.D.R. 
pened to the psychology of the business community—such, 
for example, as its attitude on the profit motive, which be- 


, several strange things hap- 


even denial. 


selling merchandise to going 
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them to ask for Yes instead 


on the assumption—as are so 


Maybe it 


Or maybe that isn’t its 
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Joins ‘Western Family’ 


Wallace H. Gallup, former) 
vice-president in charge of sale 
of Bireley’s beverages in Sal 
Diego, has joined Western Far 
ily, Los Angeles, as an accoul 
executive. 


Clark Joins New Center 

Randall E. Clark, formerly wit! 
Dimarco, Fitzgerald & Whims, ha 
joined the sales staff of New Cen 
ter Studios, Detroit. 


market, wide open after four 
000 annually — th 
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THE BOWLER S MAGAZINE 


Over 37,000 circulation, including 25,000 league and 2515 
city association officials. The only magazine with 100% 
coverage of 5336 certified Bowling establishments. Bowling 


ree times as much as pro baseball, 
Write for our latest rate card today. 


* 


war years, produces $29! ,000,- 


Official Publication of 
AMERICAN BOWLING CONGRE 
2200 NORTH THIRD STREE 
‘MILWAUKEE 12, WISCONSIN 
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3. D. Rubin Dies; 
ipweets Co. Chief 


ji) New Yorx—Bernard D. Rubin, 
president of the Sweets Company 
ff America, Hoboken, N. J., died 
pf a heart attack last week at his 


i, home here. He was 55. 

- A veteran of World War I, he 
bhlaved an active part in many 

d philanthropic causes, including the 

8 mited Jewish appeal and the Fed- 
ration of Jewish Philanthropies. 

e 


Mr. Rubin first became associ- 
ted with the Sweets Company of 
hmerica, manufacturer of the 
ootsie Roll and other Tootsie | 
andy and grocery products, in| 


935 when he bought 100 shares | 
ff stock and became a director of | 
he firm. The following year he| 
vas made president. 
When he moved in as head of} 
he concern, its annual sales vol-| 
me was less than $1,000,000; by 
947 it had increased - tenfold. 
Intil two years ago, when he suf- | 
ered a heart attack, Mr. Rubin | 
was his company’s No. 1 sales 
pmbassador, traveling throughout 
he country to visit jobbers and 
Healers. After changing the Toot- 
ie Roll formula, he stepped up 
he advertising for the product. 


— 


EORGE E. STONER 


DaLLas—George E. Stoner, 45, 
anager of the Dallas office of 
Arkansas Dailies and Southwest 
Dailies, newspaper representative, 
Hied July 4 of a heart attack. 
Mr. Stoner was with Burke, 
uipers & Mahoney, Dallas, be- 
ore joining the dailies group 
bbout a year ago. Previously he 
‘Bhad been general manager of the 
fissouri Press Association. 


me ee ee ee me ee me em me 


-— 


ee ee ee ee ee ee 


. CLAY COTTER 


ampaigns for many years and, 
landled the publicity for the Red | 
‘ross European aid drive in 1919. | 
e was a staff member of the old | 
lew York Tribune. | 


‘— New York—H. Clay Cotter, 51,_ 
jm@ partner in H. A. Bruno & As- 
‘Mociates, died July 5 at his home 
'@ Brooklyn. Death was attrib- 
iMited to a heart attack. 
jm A former sports editor, he joined 

id Bruno Associates in 1937. He was 
:Mhe author of several sports and 

io (Metective stories and children’s 

ay jfpooks. 

e? ) Mr. Cotter directed promotion | 
‘Bor the National Association of 

sO ngine and Boat Manufacturers. 

ig / a 

'y BRONSON BATCHELOR 

= New York—Bronson Batchelor, 

it ip public relations counsel and | 

” ‘wormer newspaperman, died July 

54 ( 5 in Doctors’ Hospital. 

ts | He aided in Republican party 


Mr. Batche- | 
or wrote “Profitable Public Rela- | 
ions” and “The New Outlook in) 


of saleqe an 
in Sam™pusiness. 
1 Fan — 
accou"@ASA BLISH 
New RocHEeLLE—Asa Blish, 55, 
Nagazine advertising executive, 
nter led June 23 of a heart attack 
‘ly witivhile returning from Miami 
ms, ha#Beach. 


Mr. Blish had worked with the 
ld New York World and the Cur- 
is Publishing Company before be- 
oming western advertising man- 
ger of Liberty and subsequently 
lational advertising director of 
frue Story. Most recently he was! 
‘ith Esquire. 


ROBERT W. DEXTER 
Cuicaco—Robert W. Dexter, 46, 
Nsociate western advertising man- 
ger of American Home, died sud- 
enly in Kenosha, Wis., last Mon- 
a) while visiting his mother. 
Mr. Dexter had served with the 
Magazine since it was founded in 
™923. He was the brother of the 
ate Walter E. Dexter, for many 
fears business manager of Motor, 
nha of the late Howard Dexter, 
Who served with the Atlantic 


| Monthly, Williams Oil - O - Matic 
| Heating Corporation and as sales 
|manager of Petroleum Heat & 


GIB BURGERHOFF 

MILWAUKEE — Gib Burgerhoff, 
sales manager, Kremers - Urban 
Company, ethical pharmaceutical 
manufacturer, died suddenly of a/| 
heart attack here June 27. 


HARRY ILES 

Los ANGELES — Harry Iles, 96, 
publisher of the Southwest Builder 
and Contractor, and board chair-| 
man of the Iles-Ayars Publishing 
Company, died of a heart attack 
at his home here June 22. He had 
been head of the publishing firm 
since 1887. 


| Hutchins Adds Four 


| Foods, Inc., Auburn, N. Y. 


Berlin Gets Under Way 


Ground has been broken at the | 


Power Company, Stamford, Conn, | S°%neF of Belmont and Kimball! promotional activities of Crosley 


Aves., Chicago, for a new plant 


pany and its affiliate, 
shall-White Press. The modern 
one-story structure, 
have executive offices forming a 
partial second story at the front, 
is expected to be 
early in 1949. 


utchins Advertising Company, 
Rochester, N. Y., has been ap-| 
pointed to handle advertising of) 
American Crystal Company, 
Rochester; W. N. Clark Company, | 
Rochester; Guenther Hosiery Com- 
pany, Hornell, N. Y., and Ivanhoe 


in operation | 


Sales Execs Elect 


Marshall N. Terry, in charge of | 


Broadcasting Corporation, 


‘that will house the I. S. Berlin! been elected president of the Cin- 
Printing and Lithographing Com-|cinnati Sales Executives Council. | 
the Mar-/|C. Robert Steltenkam, manager of | 
Kroger 
which will| Company, was elected vice-presi- 
dent; Arthur R. Sievert, Cincin-| 


special promotions for 


nati Chamber of Commerce, treas- 
urer, and Jesse McMullen, Cham- 
ber of Commerce, reelected secre- 


| tary. 


‘Hathaway Joins SSC&B 


Clemens F. Hathaway, formerly 
with the J. Walter Thompson 
Company, New York, and Geyer, 
Newell & Ganger, New York, has 
joined Sullivan, Stauffer, Colwell 
& Bayles, New York, as an account 


| executive. 


has| 


65 
RCA Names McDaniel 


Glen McDaniel, formerly vice- 
president and general attorney of 
|RCA Communications, Inc., has 
|been named vice-president of 
|Radio Corporation of America, 
Camden, N. J., to serve on the 
|staff of David Sarnoff, president 
and board chairman. 

David C. Adams, assistant gen- 
eral counsel of NBC, has been ap- 
|pointed to replace him at RCA 
/Communications, Inc. 


New Product? 
Want 100% distribution 
and display before ad- 
vertising starts? T'll 
show you .. . if con 
sumer product sold via 
drug, food, department 
stores. 


Box 7088, Advertising Age 
100 E. Ohie St., Chicago ti, II. 


FACTS 


——— 


YOU SHOULD KNOW 
ABOUT THE 
PITTSBURGH PRESS 
MARKET 


ranks... 


FACT Z THE PRESS’S INTIMATE 


KNOWLEDGE OF THE MARKET 


IS YOURS FOR THE ASKING 


Your Press Representative has carefully prepared, factual 
market studies for your use. Like these: 


Liquor Sales in Pennsylvania. 

Grocery Products, reports from the Pittsburgh Continuing 
Consumer Purchase Panel conducted by the Retail Bureau 
of the University of Pittsburgh. 

Clothing and House Furnishings, reports from the Panel. 
18 Grocery and Miscellaneous Commodities, a home inventory 


study of the Panel. 


1947 New Passenger and Commercial Car Sales in Allegheny 


County. 


1947 Advertising in Pittsburgh Newspapers. 
Newspaper Reading, a special study of newspaper reading 


habits. 


Pittsburgh Facts, a market data round-up. 
Special Studies of Loans and Banking; Charge Accounts; 
Bread; Furniture; Junior Miss Dresses; Grocery Buying; 


Fresh Milk; Vacations. 


If you want other information about your specific 
market in Pittsburgh, call your Press Representative. 


Represented by the General Advertising De- 


partment, Scripps-Howard 
Park Avenue, New York 


Chicago, Cincinnati, Detroit, Fort Worth, 
Philadelphia, San Francisco. 


Newspapers, 230 
City. Offices in 


FACT T. 111s a coop market 


Effective buying in- 
come per family is 
high. In Pittsburgh, 
the family income 
average is 54% higher 
than the national 
average. In Allegheny 
County, it is 37°% 
higher. 


Measured against all counties, Allegheny County 


6th in General Merchandise Sales 
6th in Food Store 
7th in Retail Sales 
7th in Effective Buying Income 

Source: Sales Management Survey of Buying Power, 1918. 


Sales 
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newspaper in Allegheny 


Pittsburgh newspapers. 


FACTS. THE PRESS IS 


PITTSBURGH'S NO. 1 NEWSPAPER 


The Press has greater circulation than any other 


County and in the 8- 


county Retail Trade Area where 4/5 of the Pitts- 
burgh Market’s money is spent. 
The Press consistently covers 7 out of 10 of all 
Metropolitan Pittsburgh newspaper readers. 
Because of its concentrated circulation, and its 
high readership, ‘The Press for 40 years has held a 
dominant lead in advertising linage over all other 


Last year the evening 


editions alone of the Press carried five million lines 
more than any other Pittsburgh daily. 

Write, wire or call your Press Representative 
for more information about the newspaper with 
the habit of producing results. 


The Pittsburgh Press 
NO 7 for MARKET FACTS too! 
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Cotton Starts Own Firm 


Willard R. Cotton, for the past 
six years western manager of 
Diesel Progress and Petroleum 
World, has established his own 
firm as publishers’ representative, 
with headquarters at 307 N. 
Michigan Ave., Chicago. 


Dayton NIAA Elects 


Miami Valley Industrial Mar-|handle public relations for the) 


Association, has elected Norman 
M. Schaefer, Ohmer Corporation, 
its president. Other officers are 
Herman Hutzler, Hutzler Adver- 
tising Agency, vice-president, and 
Richard L. Odiorne, Bramble & 
Odiorne, secretary-treasurer. 


Gets American National 
Bozell & Jacobs (Indiana), In- 
dianapolis, has been appointed to 


Bendix Announces 
Direct Sales Plan 
af Furniture Show 


(Continued from Page 1) 


keters, new Dayton chapter of the| American National Bank of In-| ing manager, told AA that the 


National Industrial 


Advertisers | 


dianapolis. 


MEMO TO 
SPACE BUYERS: 


It’s larger than Memphis, Omaha, Hono- 
lulu or Nashville. It’s a market unto itself, 
quick to respond when properly appealed 
to, but such response comes only when its 
buyers are approached in a manner to 
which they are accustomed. 


Akron Buyers Read Local, Think Local 
and Buy Local. That is why Akron’s Only 
Daily and Sunday Newspaper, The Beacon 
Journal, enjoys 100% coverage of this 


rich market ... That is why your sales 
promotions must appear locally to achieve 


Maximum Results. 


AKRON _ BEACON JOURNAL 


REPRESENTED NATIONALLY 


JOHN S. KNIGHT, PUBLISHER 
BY: 


STORY. BROOKS G FINLEY 


CHICACSO 


ry ; 
6 


‘& OLLIER 


NGRAVIN 


yee 


company will run full-page ads, 


| 


AMA Journal. 
The company’s largest 
| paign, 


cember, 


Simmons, 


Time. 


that 
electronic blanket will be pro- 
moted as a defense against colds, | 
in double and single spreads start- 
ing in September and appearing | room suites shown by the Menve} 
every week for 14 weeks in Life,| Company, Louisville. In line wth 
The Saturday Evening Post and/an industry trend this summer of 


announced 


will 
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the | can Medical Association show here 
recently. 


Among the new furniture lines 


were five new bedroom and dining 


A full page will appear widening the range between hizh 
monthly in Medical Digest and;and low end lines, the company 

exhibited a new solid oak suite of 
cam- | three major pieces, priced at $85 
from July through De-|to dealers as compared to a for- 
include full-color;}mer low end of $115 to $129. 


some black-and-white and others|Ppages in a long list of national The suite retails for $139 to $179. 


full color, from September through |Consumer magazines for Beauty | 
January in Better Homes & Gar-|Rest and Baby Beauty mattresses | 


dens, Life, Look and The Saturday|and Hide-A-Bed. Page ads on 
Evening Post. In addition, it will} Baby Beauty will run in eight 


run two-color spreads monthly in|new-mother books, and in Good | 
Housekeeping and Parents’ Maga-| lower, although there have been 


no price cuts, only more new lines 
in lower brackets. 


eight trade publications, and 
newspapers will be used promot- 
| ing Bendix television sets in cities 
' where telecasting is available. 

| Mr. Sterritt said the change to 
| direct-to-dealer selling will result 
in about a 15% lower cost to con- 
-sumers. The company is aiming 
|at about 6,000 dealers. Only one 
dealer will be franchised in a city 


—except that two to four will be) 


| used in a few of the largest mar- 
kets. 


Attendance Down 


| The Bendix sets, particularly 
‘the video receivers, attracted 
much attention at the furniture 
show. The video sets have push- 
| button tuning and built-in anten- 
nae, the latter obviating any need 
for installation charges except in 
steel buildings or places far from 
stations. 

The market’s opening day reg- 
istration at noon totaled 4,000, 75% 
| below the comparable period last 
| year. The drop was caused largely 
|by the scheduling of opening day 
/on a national holiday, bringing 
many complaints that continued 
|despite explanations by officials 
/of the American Furniture Mart 
and Merchandise Mart that hotel 
accommodations were not available 
|}at any other time. 
| Addressing a press luncheon at 
|the mart last Monday, Henry P. 
|Draper, managing director of 
|Home Outfitters here, said that in 
‘the first five months of 1948, sales 
| volume of 50% of home furnish- 
|ing retailers was “ahead of the 
/ record-breaking 1947 volume. 
|About 10% of retailers are even 
with a year ago and 40% are 
| showing decline.” 
| “Lines are now broadened to 
‘reach once again into popular 
| price brackets,” he said. “That is 
|}one of the important features of 
| this market.” 


| Bedding Sags 


Although many manufacturers 
were showing new lines of furni- 
ture and case goods at prices $25 
to $30 cheaper on the low end, 
‘the majority insisted that no price 
|cuts are involved. The consensus 
|'was that labor, materials and 
| transportation costs are still rising 
j}and that prices will hold firm. 
|Three-piece bedroom furniture, 
retailing at about $119 to $198 and 
aimed at consumers who are feel- 
ing the rising price pinch the 
most, was reported in strong de- 
mand. 

Slowest moving lines in the 
| first week were believed to be 
bedding and mattresses, and some 
upholstered lines, which find 
many dealers with high inven- 
tories. Many manufacturers, ob- 
servers said, have over-produced 
on these lines in the past six 
months. 


Simmons Expands Drive 


The Simmons Company featured 
displays of its Hide-A-Bed, which 
it reports is one of the hottest 
items in furniture stores in the 
present period of cramped living 
quarters. The company said that 
one large midwestern department 
store sold twice as many of these 
units as sofa beds in April. 

R. J. Cochran, general manager 


of Electronic Blanket division of 


| 


| 


zine. 


showed its new Sacro-Rest mat- 
tress, first mattress ever to be ac- 
cepted for exhibit at the Ameri- 


Charles A. Maish Company 


Prices Down 10% 
L. K. Hagaman, advertising and 


sales manager, said that the com- 
pany’s prices are generally 10% 


Mengel will offer a new pro- 


motion kit to dealers for $5, in- 
cluding life-size display cut-outs 


25TH ANNIVERSARY 


STUTTERING AND 
ARE TABOO 


KFH WICHITA, KANSAS 
@® 5000 WATTS DAY AND NIGHT 


Ws 


STAMMERING 


Have you listened to your commer- 


cials lately? We don't mean the 
fest-runs that you use to see if they sound as good as they 
read; chances are you have good announcers to test them 
out before you release the final draft to the stations on your 


schedule. 


How about the station announcers that put your 


living words on the air? Many a vibrant message has been 


butchered at the mike, but NOT on KFH. 
on this station to read ANY script without careful study in 
No announcer ever goes on the 
KFH air until he has proven his ability to the satisfaction of 
ond that gentleman is a tough 
cookie, as many announcers on other frequencies can testify. 


advance of the broadcast. 


our production manager, 


Let us put your message 
audience. . 


CBS 


KFH IS THE RADIO VOICE 
OF THE WICHITA EAGLE 


REPRESENTED NATIONALLY BY PETRY 


It's a cardinal sin 


on the air to the big KFH 


. @ Petry man can give you the details. 


© TOP HOOPERATED OUTLET FOR YOUR ADVERTISING MESSAGE 
IN WICHITA, KANSAS, 


1330 Ke. 


The MASON MAILMASTER 


SAFETY 
WIRE CLASP 
SAVES PAPER, 
TAPE, TIME 


— 


Postal Shipments 
No Wrapping—No Tying, 
65 sizes — 1,000,000 boxes in 


stock for immediate delivery. 
—Send for Catalogue. 


THE 
Wason BOX COMPANY 


MAIN OFFICE 
ATTLEBORO FALLS, MASS. 


FACTORIES: ATTLEBORO FALLS 


NEW YORK OFFICE 
175 FIFTH AVE. 


AND TAUNTON, MASS. 


MANUFACTURERS OF A COMPLETE LINE OF SET-UP BOXES 
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pf such Hollywood stars as Alexis 
Emith and Jane Wyman, who ap- 
hear in current magazine ads. 
jewspaper mat tie-ins are free. 
Morgan Furniture Company, 
sheville, N. C., showed a new 
Bpacemaker modern bedroom 
proup featuring a chest with 11% 
more storage space through elimi- 
ation of cross panels in front and 
patented spring control guaran- 
ed to make drawers 
roof.” Three pieces retail 
300. 


at 


Rug Production Up 


S. Karpen & Brothers, Chicago, 
howed an extensive new line of 
nodernized French provincial 
iving room furniture and a 
eather grouping for which the 
ompany will use one-half and 
wo-thirds pages for the first time 
n Time this fall. 

Joseph McFarland, vice-presi- 
fent of James Lees & Sons, said 
hat the carpet and rug industry 
ill make headway this year in 
atching up with a two-to-three- 


reatly increased production is 
hampered by inability of manu- 
acturers to get new looms. The 
mdustry expects to increase pro- 
uction 25% this year, he said. 


Show New Asphalt-Tile 


Manufacturers said that hard 
oor coverings are in plentiful sup- 
ly with prices of linoleum 40% 
igher than prewar. Congoleum- 
vairn Company, Kearny, N. J., 
isplayed a new line of asphalt- 


laid linoleum and more mois- 


n basement floors. The company 
xpects to produce 500,000,000 
quare feet of the product this 
ear and to expand the present 10 
ylors to 24. 

In the radio and television field, 


“stick-| 


ear backlog of orders, but that| players with two tone arms pro- 


le, slightly lower in price than 


re-repellant, permitting its use| 


ere were new reproducers for) 


adapting phonograph players to 
the new microgroove records that 
produce 45 minutes of music with- 
out a record change. Philco Cor- 
poration, Philadelphia, showed a 
dozen radio-phonograph models 
equipped with a new “balanced | 

‘fidelity reproducer” permitting the} its “Decorators’ Line” 
playing of microgroove records at| phonograph combinations in five 
33 1/3 revolutions per minute and| cabinet styles and three finishes. 
/standard records at 78 revolutions.| Crosley division of Avco Mfg. 

The company claims that the| Corporation, Cincinnati, showed a 
new records and reproducer have/| new television set in the direct- 

a wider range of “highs” and| view tube class. 

. “lows” and that the pickup is the| In major appliances, Norge di- 
‘lightest weight (1/5 of an ounce) | vision of Borg-Warner Corpora- 
ever developed in the industry. tion, Detroit, featured a new 

'sound-sight display available to 
|distributors. The display is for 
both the Norge ranges and refrig- 
‘console radio- phonograph com-| e¢rators. Operated electrically, a 
‘bination equipped to play the new | Stage curtain parts to the accom- 
records and announced that all its| Paniment of a fanfare reproduced 
‘console combinations will be|>Y @ Phonograph that presents an 
‘equipped with the new record | eight-minute sales talk while oven 
‘players by Aug. 1 and will retail|@md refrigerator doors open and 
‘for as little as $169.95. Replace-|ice cube trays slide out auto- 
ment changers will be installed ren pened oS eee eee 
ica mons t i n 
on ee Seeere new model is the M848, retailing 
at $265 in between the standard 
and de luxe models. A new model 
$448 range features a_ safety 
switch at the top rear that pre- 
vents children from turning on the 
heat. 


Hotpoint Pushbutton 


on brilliance and detail. Two 


with FM-AM at $599.50. 


Radio Features Microgroove 


Admiral Corporation showed a 


|vide four hours of music without 
| changing records. 
| Other improvements in Philco 
| tines, the company says, in- 
clude engineering refinements that 
{reduce surface hiss and needle 
inoise 300% over other standard 
reproducers and a new spring-ac- 
‘tion needle guard to prevent injury 
'from careless handling. New tele- 
| vision models included Model 700 
with a seven-inch tube, retailing 
at $199.50 and a 10-inch tube 
model with a door cover. Admiral 
featured a new table model com- 
bination with AM-FM automatic) 
record changer retailing for $89.95. 
The 1949 Bendix line on dis- 
play consisted of 15 new radio 


matic electric range with lighted 
|pushbutton controls identifying 
heats for different cooking opera- 
tions on the range and in the 
oven. All controls are located 
above utensils in clear view. 
Grand Gas Range Company 
showed its 1949 line to dealers for 
the first time. The top model has 
a new door handle extending the 
and television models. Three new | entire width of the door. A griddle 
‘video models billed as “front| plate can be placed over any pair 
of the surface burners. 


row” television featured a 53- 
square-inch direct view picture The new Grand line will be an- 


Hotpoint showed a new auto- | 


| 
| 


that the company claims is strong|nounced with two-color bleed ads 


in fall issues of Better Homes & 


table models retail at $329.95 and|Gardens, Country Gentleman, 
$339.95 and console combination! Good Housekeeping, House Beau- 


tiful, House & Garden, Progressive 


Stewart-Warner Corporation | Farmer, Small Homes Guide and 
staged its first public showing of Woman’s Home Companion. 
of radio-| 


Wagenseil Adds Space 
Hugo Wagenseil & Associates, 

Dayton, has taken additional space 

in the Talbott building to accom- 


modate the agency’s radio, tele- 
vision and public relations depart- 
ments. 


| OUR BUSINESS IS THE HANDLING OF 
PREMIUM and CONTEST 
Responses , 
FREE 16 PAGE BOOKLET 
Activities Inc 
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REVERE PHOTO 
712 Federal Street 


Quality Printing Plates 


REVERE FOR COLOR 


ENGRAVING CO. 
e Chicago 5, Hl. 


Circulation Rates: 


Post-Intelligencer . 1.85 month 
Second Paper . . 1.50 month 
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Engebretson Elected 


M. E. Engebretson, advertising 
manager of the Oilgear Company, 
has been elected president of the 


Milwaukee Industrial Marketing 
Association. Other officers elected 
are B. K. Stabelfeldt, advertising 
manager, Blackhawk Mfg. Com- 
pany, vice-president; N. H. Jacob- 
son, advertising supervisor, Allis- 
Chalmers Mfg. Company, secre- 


es ee a 
ee on o ‘ 
by : eo 4 


tary, and Walter Cruice, advertis- 
ing and sales promotion manager, 
Pohlman Studios, treasurer. 


Hebert Joins Englander 
Louis A. Hebert Jr., formerly 


‘Chicago Tribune’ 


Begins Showing 


with the War Assets Administra- | 


tion, has been named in charge of 
an enlarged market research pro- 
gram of Englander Company, Chi- 
cago, bedding manufacturer. 
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in The Dakotas 


Yes, to be specific, there is a terrific amount of 
Hay in the Dakotas Today . . . 1948 Estimated Crop 
Production records indicate that over 6,968,000 acres 
will yield 6,306,000 tons of hay valued at $70,962,000. 

' This is only one small part of the diversified Dakota 


Your advertising message reaches 100,000 Dakota 
farm families in one, compact, responsive Four Billion 


ei 


FARM MARKET 


_ ABERDEEN, SOUTH DAKOTA ai 
si P. MALONEY, Advertising Manager _ 
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e ONE STATION 
e ONE COST 
e ONE BILLING 
MAKES IT EASY TOJREACH 
A $4'4 BILLION MARKET 


Concentrated in the WWVA area of Western Penn- 
sylvania, Eastern Ohio, West Virginia and Virginia are 
more than eight million people who spend $4!/2 billion 
annually in retail sales outlets. This potent market is 
one of America's best and most economical adver- 


See a PETRY Man Today! 


WWYV. 


~~ §0,000 WATTS - 
EDWARD PETRY & CO. 


FOR TIME BUYERS ABOUT 
A GREAT MARKET AREA 


WHEELING, | 
WEST VA 

7 sei 
--Representatives 


Consumer Findings 


(Continued from Page 1) 


“not in excess of $75,000 an-| 
nually.” 
| Originally, the Tribune dis-| 
| 


| cussed, with such organizations as 
|A. C. Nielsen Company and In- 
dustrial Surveys Company, the 
possibility of increasing the size 
of their national samples in the 
Chicago area in order to get mean- 
ingful figures for that portion of 
ithe national economy. Before 
long, however, it came to the con- 
|clusions that (1) a major invest- 


s | ment was involved and it would 
m | be desirable for the Tribune to) 
| retain complete control over the 


| project, and (2) only a consumer 


| panel could provide all the infor- | 
|mation which the Tribune and its | 


advertisers might want, and at the 
same time stay within the re- 
quired financial limits. 


Random Sampling Used 


The Tribune’s business survey 
department got the go ahead sig- 
nal from management in May, 
1946, and the following month laid 
the entire problem before Dr. 
George H. Brown, professor of 
marketing at the University of 
Chicago, who developed the meth- 
|}odology and techniques and has 
served as consultant on the entire 
project. 

Obviously, some sort of sampling 
technique was called for. Since 


|which calls for careful selection 
|of a sample to match the known 


composition of the universe to be | 
requires a knowledge 


measured, 
of that universe, and since the 
|only accurate knowledge of the 
composition of the Chicago area 


| was that developed in the popu-. 


lation census of 1940, the first 
step was to secure current data 
on the composition of the area. 
| Dr. Brown developed a variation 
|}of the area sampling technique, 
|in which areas for detailed 
sampling are determined by 
purely random methods. It is a 
system, says Dr. Brown, “which, 
for a given cost, affords the great- 
est opportunity for each unit of 
population in the survey universe 
to be included in the sample.” 


Pilot Panel Organized 


In this instance, almost nothing 
was known of the tomposition of 
the population of the area as of 
the present, and Dr. Brown there- 
fore insisted that no accurate con- 
sumer panel could be set up with- 
out first developing a current pic- 
ture of the universe in which that 
sample was to operate. The mam- 
moth job of developing a sample 
census of the population of the 
Chicago area was therefore set 
down as a prerequisite to the de- 
velopment of a satisfactory con- 
sumer panel, and work on this 
census was begun in November, 
1946, with field work begun in 
February, 1947, and results tabu- 
lated by October of that year. 

Simultaneously, a pilot panel of 
30 families was organized in Oc- 
tober, 1946, to determine the prac- 
tical difficulties of collecting and 
tabulating the information de- 
sired. 


Sample Census Used as Base 


In making the sample census, 
which was reported on in detail in 
the Jan. 26, 1948, issue of ApvErR- 
TISING AGE, 5,413 families were in- 
terviewed in detail, and a wealth 
of information on racial composi- 
tion, size, income, owner-tenant 
status, etc., was obtained. This in- 
formation served as the basis for 
setting up the consumer panel, 
whose function was to report all 


stratified or controlled sampling, | 


|purchases within certain cate- 
_gories, using a diary technique. 


The financial problems deter- | 


|mined the size of the consumer 
| panel, since it quickly became ap- 
| parent that a sample of more than 
| 600 families would not be feasible, 
|from the cost standpoint. 
‘ilies who are members of the 
panel are compensated for their 
diary keeping by being awarded 


Fam-_ 
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points toward merchandise pri: es, 


which average well over $30 

family per year. The cost of ta 
lation, supervision, publication 
reports, etc., runs well over tw 
this figure for each family, 

total panel operating costs t! 
amounting to about $100 per fa 


ily per year. 


Instead of the possible num) 
of 600, Dr. Brown ultimately « 
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The West’s fastest growing market 


The SAN DIEGO UNION 
and TRIBUNE-SUN 


will give to even a modest advertis- 


| San Diego ing appeepeiation rr 
Pinel the impact of 
repuistion §6=6»-s C ONCentrated $ $ $! 
* Ideal area for a Southern California 
Povuittion «tS» -- @ Great beginning for your 
584,984 Southern California sales expansion! 
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Union Tribune Publishing Co., San Diego 12, California 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 


New York + Chicago + Denver + Seattle - Portland + San Francisco + Los Angeles 


Art Directors 


Production Men 


Advertising Managers 


Have you received a copy 


of this handsome portfolio 
containing expert demonstrations 
of advertising art and 

engraving techniques? 


The Vocabulary 


Please write 


of Advertising Art 


Copies are still available 
with our compliments. 


on your business stationery to: 


COLLINS, MILLER & HUTCHINGS, Inc 
207 No. Michigan Avenue, Chicago 
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ciced that 576 was the ideal num-| were solicited, again picked at 
be", because it is the square of|random. When the number of 
4 and because it is evenly di-| those who agreed to serve on the 
visible by 3, 4, 6, 8 and 9, and is| consumer panel began to approach 
a convenient number for statis-| the required number (576 plus an 
tical use. |adequate number of “spares” in 
Four “construction controls,” | each break), attention was paid 
determined in the sample census, | to each of the 54 “breaks” to make 
were used in deciding upon the) sure that distribution was even. 
composition of the panel of 576 | As a consequence, the composi- 
families. These four were “race| tion of the panel follows closely 
and nativity,” “tenure of dwell- 
inu,” “size of family,” and “total|on race and nativity, tenure of 
family income.” These four “con-| dwelling, size of family and in- 
struction controls” for the panel|come group. This was to be ex- 
were selected because they were| pected, since these characteristics 
found to be the most significant| of the population were set up as 
in determining the types of pur-/ standards. It is interesting to note, 
chases to be measured. however, that the consumer panel 
In three of the four “construc-| also closely follows the “universe” 
tion controls,’ there were three|in those characteristics which 
breaks, while in “tenure of dwell-| were not taken into consideration 
ing” there were two—owner or|in building the panel, such as age 
renter. “Race” was broken down | of family head, school years com- 
into native white, foreign-born | pleted by family head, occupation 


white and Negro and other. pei family head, religion, automo-| 


of family was broken into one and| bile ownership, newspaper reader- 

two persons, three and four per-| ship, telephone service, geographic 

sons, and five or more persons. | distribution, etc. 

Income was broken down to under 

$3,000, $3,000-$5,000, and over. Sepacate Entity Set Up 
Operation of the panel is com- 


$5,000. 
|pletely divorced from the Trib- 
How Panel Was Selected /une, and Tribune sponsorship is 

Thus there was a total of 54 nowhere disclosed to cooperating 
“breaks” or “trays” into which|families. The panel is run by 
the universe could be distributed,| “Family Survey Bureau,” which 
and in setting up the panel, these | has its own offices at 5 S. Wabash 
54 “breaks” were looked for to Ave., Chicago, and a staff of 13, 
duplicate the percentages devel-| headed by E. A. Luby, long-time 
oped in the sample census. Tribune researcher. 

Members of the panel were | An interesting variation of the 
selected by taking, at random, 600/diary technique which “Family 
of the 5,413 families who were|Survey Bureau” uses is_ that 
originally selected at random for | weekly reports are required, with 
questioning in the sample census, new diaries being mailed each 
and inviting their participation.| week, and completed returns due 
When the first random group of|to be mailed back each week. 
600 was exhausted, another 600| There is, Tribune people feel, a 


the composition of the entire area | 


substantial increase in reliability 
when diaries are kept from week 
to week, rather than for an en- 
tire month. 

Although only grocery and drug 
items are being reported on at 
present, consumer panel families 
also keep a record of fresh meat 
and poultry purchases, as well as 
apparel, house furnishings and 
equipment, and other articles, 


gas and oil, sports equipment, 
| cameras, toys, games, books” and 
|a host of other things. Presum- 
| ably, 
‘these miscellaneous items will be 
available if needed. 

| An individual IBM punch card 
| is made out for each purchase, 
|showing date of purchase, com- 
modity, brand, number of units, 
size or content, total amount paid, 
store or source from which pur- 
chased, and complete panel classi- 
| fication of data on the family re- 
| porting. 

| The standard report given to 
advertisers includes, for each 
period covered, data on total pur- 
|chases of a commodity, broken 
down by brands, and showing size, 
pounds or other quantity desig- 
nation, and each brand’s share of 
the total. It also shows the num- 
ber and per cent of families in the 
panel making a purchase of this 
commodity, and the per cent of 
total purchases represented by the 
buyers of each brand. Special 
| breakdowns will be made avail- 
|able later, at cost. 


| 
| 


Appoints Weigand 
A. J. Weigand has been ap- 
pointed fleet sales 


You'll round up new customers aplenty when you use The Elks 
Magazine to imprint your “buying message” on the minds of 
900,000 member readers. Elks are prime prospects, financially 
able and stable . . . active males who possess the wherewithal 
to pursue their hobbies and please their particular taste. 


Monthly, in The Elks Magazine, 900,000 


readers hold a 


nationwide meeting of the minds. What better time to corral 


this huge herd of potential buyers? 


You U sell i7..... f you Vell tt tn 


THE 


) MAGAZINE 


NEW YORK + CHICAGO 
DETROIT + LOS ANGELES 


such as “automobiles, accessories, | 


reports on any or all of| 


engineer of) 
'Perfect Circle Corporation,| 
| Hagerstown, Ind. 


Chernow Adds Account: 
Handles Shoe Show Copy 


Consolidated Footwear Corpora- 
| tion, Malone, N. Y., has appointed 
the Chernow Company, New York, 
to handle its advertising. Con- 
‘sumer and trade publications in 
the fashion field will be used. 

The Chernow agency is prepar- 
ing trade publication and direct 
mail advertising for the Popular 
|Price Shoe Show of America, spon- 
sored jointly by the National As- 


sociation of Shoe Chain Stores and | 


the New England Shoe and Leather 
Association. The show is scheduled 
for Nov. 28-Dec. 2 at the Hotel 
Commodore, New York. 


Offers Revised Edition 
of Samplizing Plan 
A revised edition of the Samp- 


lizing Plan brochure has been pub- 
jlished by Charles 


|New York. Sub-headed “The 


|newest answer to the sales man- 
|ager’s oldest problem—how to in- 


| method available to manufactur- 


W. Curran, | 
| president of the Samplizing Plan, | 


| SUPerior 8154 


8 W. Ontario, Chicago 10, Iilinols 


crease sales,” the booklet outlines | 
a new cooperative sampling) 


69 


ers of drug, cosmetic, food and 
housewares products. 
The brochure will be sent to all 


interested sales managers. 


Alsup Joins Swaney 

Charles C. Alsup has joined 
Morris F. Swaney, Inc., as an ac- 
count executive in the agency’s 
Hollywood office. He formerly 
held a similar post with Buchanan 
& Co. 


. * 
Multigrophing 
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Addressing from 
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THE DAY YOU WANT IT — 


) Codat 


2” in NATION 
NET INCOME 
PER CAPITA * 


QUALITY OF 


dominant coverage daily and 


St. in Jowa 


St in Towa 
MARKET INDEX * 


But That's Not All— 


The 16 Cedar Rapids Gazette area counties swell the population to 
425,200 with net effective buying income of $610,324,000 and a net 
farm income of $249,669,000. 


Swing buying decisions your way in eastern lowa. The Cedar Rapids 
Gazette offers 100°, coverage Cedar Rapids, 99%, Linn County, 


most diversified industrial and productive agricultural market. 


The following market data 
copyrighted Sales Man- 
agement’s 1948 Survey of 
Buying Power. 


EDAR RAPIDS with 

$175,139,000 net ef- 
fective buying income in 
1947 .. . $2,274 per cap- 
ita, plus a quality of mar- 
ket index of 161, offers 
sales executives high buy- 
ing potential in this pros- 
perous city of 77,000 
population. 


Sunday in the 16 county area. lowa's 


CEDAR RAPIDS GAZETTE CIRCULATION 
in excess of 55,000 daily and Sunday 


*Sales Management's 


Population 

Retail Sales 

Food Sales 

General Mdse. Sales 
Drug Sales 


Net Effective 
Buying Income 


CEDAR RAPIDS MARKET SUMMARY* 


Write for free copy of "1948 Circulation and Market Data of The 
Cedar Rapids Market''—National Advertising Department. 


€he Cedur Rupids Guzette 


Blankets lowa's Richest Market 
Represented nationally by The Allen-Klapp Company 


1948 Survey of Buying Power 


Cedar Rapids 16 county market 


77,000 425,200 
$ 97,018,000 $364,898 000 
$ 17,136,000 $ 75,274,000 
$ 14,498,000 $ 35,554,000 
$ 3,996,000 $ 10,829,000 
$175, 139,000 $6 10,324,000 


And, for ADDED coverage 
of this great market 


THE GAZETTE’S STATIONS 


MBS 
Kn Cc R G Affiliates aN Cc R rm 
1600 KC FM 
5,000 watts 96.9 MC 


Represented nationally by John E. Pearson Company 


ee THE WAY YOU WANT ITI ¢ 
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the summer in Hennepin, Ramsey, 
Carver, Scott, Dakota, washing: DuMont Tests 
ton and Anoka counties. State- 

Grapette Bows wide distribution isn’t expected | New Co-op Plan 
s 4 | until later this year. | New Yorx—Using consumer ad- 
in Minnesota _ Also, later this summer, the) vertising to promote its programs 

MINNEAPOLIS—A $15,000 to $20,- | Grapette Company’s two new soft for the first time, the DuMont tele- 
000 introductory advertising cam-| drink products, Lemonette and) vision network is testing a new 
paign in radio, newspapers, car | Orangette, will be introduced in | type of cooperation promotion. 
cards, outdoor and point-of-sale|this soft drink territory, the) Small space ads in New York 
media promoting Grapette, grape| company says, accompanied by 4 | dailies, alerting viewers for “Cha- 


State Ruling Met, 


juice base soft drink, has started heavy introductory ad schedule in|rade Quiz” now sponsored by 
in the Minneapolis area. local newspapers and radio sta-| Whelan Drug over WABD, were} 
Until this summer, Grapette was | tions. paid for jointly by DuMont and| 
excluded from Minnesota by an) <r 'the new sponsor last week. 
objection of the state to its “close George Nelson Opens A similar collaboration on a 
to nature” trademark on Grapette drive in all local papers is planned | 
bottle crowns. However, Grapette| scnenectady Agency for “Television Fashions,” the| 
ge R. Nelson, a partner in : ; 
Company, Camden, Ark., removed |; eighton & Nelson, dissolved that | Sponsorship of which Procter &| 
the “objectionable” phrase from| agency on June 23 to organize | Gamble takes over on July 23. | 
its bottle caps and it was allowed |George R. Nelson, Inc., with tem-| DuMont advertising executives | 
in Minnesota. ‘porary offices at 469 State St.,|/said the newspaper copy was) 
“The Lime Cola Bottling Com-|Schenectady. Mr. Nelson, who al- | scheduled as an experiment. Ex- | 
pany here has taken the franchise|S9 has been vice-president and | tension of the plan to other new | 
for Grapette. Both drinks will be ewe manager of Station WSNY, | wients will, however, await the 
bottled and distributed from the|_; enectady, Will comtings as 8 outcome of the test. Buchanan 
; ; . vice-president and director of the . 
firm’s plant in Minneapolis. station. & Co., is DuMont’s agency. 
The pay — is being pro- Key pereouel of the now agen a 
moted in inneapolis at present|cy are Robert S. Cragin, formerly 
with additional distribution and/|copy director of Leighton & Nel- Adds Cooper one ne 
advertising effort planned during Pe, hap: be pm New 
York, and Jack Kobler, formerly 


son, copy director, and Edward F. 
with Tide, have joined the adver- 
WHAT’S GOING ON? 


Flynn, formerly radio and tele- 
vision head of Leighton & Nel- 

tising sales staff of the Progressive 
Builder, New York. J. A. Con- 


son and later program manager of 
WSNY, account executive and ra- 

verse has been appointed West 
Coast representative of the pub- 


dio and television director. 
lication. 


Robert Keller Starts 


Video Data Service 

Robert S. Keller, Inc., New 
York, has set up a television in- 
formation service to offer “cur- 
rent data on the facilities, markets 


Three to Gray & Rogers 


Gray & Rogers, Philadelphia, 
has been named to handle the ad- 


and potential audience of commer- 
cial television stations.” 
In addition to answering all 


vertising of Thomas M. Royal & 
Co., manufacturer of paper bags; 
Elliott-Lewis Corporation, Phila- | 


BACON'SCLIPPING BUREAU 
BUSINESS FARM GENERAL 
PAPERS * PAPERS * MAGAZINES 


delphia, distributor of electrical | 
products and general household | 
items, and Allied Florists of | 
Greater Philadelphia. 


questions on television for a 
weekly fee, Mr. Keller will con- 
duct special research studies upon 
request. 


314 So. Federal S¥.. Chicago 4 


on _- SSe 5 0 0 oS oe a eos 


Marvel Comic Group 
announces the appointment 
as Editorial Consultant of 


Yean Shompson, M.D. 


School Psychiatrist 
Child Guidance Bureau 


Board of Education 
New York City 


SURVEYS SHOW 


Housewife earns only 47<¢ a week washing at home. . 


Ah 009 laundry couteman for proof that the 
Lavmdr: can do 4 16 We bundle jor only ¢ over 
bows-wahiag corte, Conder che tous com of 
wathing of dome 


ashing mechine 


of owmng an sucomaric 
THE tAGuORY'S new 
Now. sew posiwar developments enable the 


electricity 


vay 


than ever wefore 


you cas get them at hums. Doe's seve on wash- 


“The Loundry tokes better care of your clothes” 
p———=— CHICAGO LAUNORY OWNERS ASSOCIATION + 188 West Randolph St. 


waces softeming eompouod. hioeing. blesch 
also huddee costs om utility bile - herring wates, 
costs that pre cutely overtonkod 


IMPROVED SERVICE... 


dey sey tore, when the lewadry ” 
does @ bower thar smy 

method of laundering — mare convenient 

ary uxday 8 new umproved laundry weevice. 


Your assurance of Quality Service 
Call the laundry cadsy /Pich-up ond delivery lervice is oflered to sux your con. 
venience. Be sure the one you call is s member of the Chicago Laundry Owners 
Armeniacinn. Select your laundry fram those laned below, then book in your Red 
Book Classihed Telephose Digectwry tor the phone mumbe: of the ome you Choose 


nor? 


Which svou™ 


WHY THE LAUNDRY 
DOES IT SETTER 


1. Leundry Basy on Clothes... 
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6. 10 te 12 Weter Changes... 


START 2-YEAR DRIVE—More than 100 Chicago area laundries have launched a 
two-year campaign to gain business, starting with this 875-line ad in news- 
papers. Eight ads will run monthly, prepared by Goodkind, Joice & Morgan. 


Featured is the claim that housewives savé only 47 cents a week by doing 
their own washing—as shown in a survey based on interviews with 500 women. 
Also, 1,500 laundry trucks will soon carry the message on signs, and radio may 
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Canada C of C Maps 
‘War on Pests’ Drive 


The Junior Chamber of Com- 
merce of Canada will conduct a 
“War on Pests” drive during the 
summer months, stressing the 
danger of disease-carrying insects 
to the health and welfare of the 
public. Newspaper mats and mo- 
tion pictures will be available for 
local sponsorship. The campaign 
is directed by Stevenson & Scott, 
Montreal. 


Paper Firm Shifts 3 

Leo C. Monahan, assistant east- 
ern sales manager of the insulite 
division of Minnesota & Ontario 
Paper Company, has been named 
assistant to the division’s sales 
manager in Minneapolis. M. H. 
Williams has been appointed to 


succeed Mr. Monahan as assistant 
eastern sales manager, and C. H 


orporat 
basing-p 
ation sc 
F.O.B. 1 


Tiger, northern New Jersey terri- vot aes 
tory representative, has _ been i otneeal 
named to replace Mr. Williams asg?®™@™ 
upper New York state representa- has ann 
tive. In dis 
dablisniebidenmnaen’ year-old 

Larkins to Audograph rom ‘ 
Reginald H. Larkins, formerly) 4” 
with International Business Ma-—OU‘PUr— 
chines Corporation, has been ap-oY the I 
pointed general sales manager of f° end t 
the Audograph Company of New§neavy u 
York, a wholly-owned sales sub-§was cal 
sidiary of Gray Mfg. Company, system. 
Hartford, Conn. The s 
cee ein outlawec 

ANAN Moves Offices basic-po 
The American Newspaper Ad-§ Other 
vertising Network, New York, hasfhave not 
moved its offices from 220 E. 42nd@lead in > 


St. to 350 5th Ave. 
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RKO-Pathe Makes 
Second MPA Film 
on Democracy 


New YorkK—The second of the 
motion picture industry’s short 
subject series on American democ- 
racy in action, sponsored by the 
Motion Picture Association of 
America, is now being released to 
theaters throughout the country. 
Called “Letter to a Rebel,” the 
film was produced by RKO-Pathe 


and is being released as part of 
its regular “This Is America” | 
eries. 
At the request of the associa-| 
tion, RKO-Pathe is making this | 
picture available for leasing by 
those theaters which are not regu- 
larly using the “This Is America” 
eries. The 17-minute film, which 
tells the story of the actual work- 
ing of American economy in a 
ypical small town, is expected to 
be promoted widely by the Joint 
ommittee for the Better Under- 
standing of Our Economic System 
for showings in schools and pub- 
ic gatherings. 
The first short in the associa- 
tion’s series, “Power Behind the 
ation,” was produced by Warner 
Brothers. This film, still being 
exhibited around the country, has 
already played in more than 10,000 
eaters. 


SS. Steel Drops 
Base-Point Prices 


New YorK—United States Steel 

orporation will discontinue the 
basing-point system of price quo- 
tation soon. It will compute prices 
F.O.B. mills and shipping points 
or, as the customer elects, will 
follow a  delivered-price basis, 
Benjamin F. Fairless, president, 
has announced. 

In discarding the industry’s 50- 
year-old pricing system, United 
States Steel—which accounts for 
about one-third of domestic steel 
jutput—yielded to a 24-year drive 
by the Federal Trade Commission 
to end the basing-point system in 
heavy industry. Originally this 
was called the “Pittsburgh-plus” 
system. 

The Supreme Court recently 


outlawed the cement industry’s 
basic-point system. 
Other major steel companies 


have not yet followed U. S. Steel’s 
lead in this direction. 


‘Chicago Tribune’ Ends 
‘48 Home Design Contest 


The Chicago Tribune has an- 
nounced the winners of 161 cash 
prizes totaling $26,250 in its 1948 
Better Rooms furnishing and deco- 
rating competition. The Sunday 
Tribune will reproduce the win- 
ning ideas or adaptations of them 
in a series of pictorial color pres- 
entations to appear throughout the 
test of the year. 

The 16 prize-winning designs 
are scheduled for display at the 
Art Institute, and Chicago retail 
stores plan to execute a number 
of the winning suggestions in full 
scale rooms for display during a 
tity-wide home and home fur- 
hishings festival to be held Sept. 
20-Oct. 20. 


Issues New Directory 

Coin Machine Review, Los An- 
geies, has published the “1948-49 
Source Book of the Coin Machine 
Industry,” which lists manufac- 
turers of coin-operated machines, 
parts or accessories; companies 
offering merchandise supplies to 
the vending machine trade, and 
jobbers and distributors. Included 
ls an editorial section containing 
data on many phases of the in- 
dustry. 


To Sherman & Marquette 
Francis M. Smetko Jr., formerly 
wth Henri, Hurst & McDonald, 
Chicago, has joined Sherman & 
Marquette, Chicago, as associate 


Last Minute News Flashes 


Arnold Runs Eastern Drive for Butter-Milk Bread 

Port Cuester, N. Y.—Arnold Bakers, Inc., is launching a summer 
campaign this month in 70 newspapers throughout the eastern sea- 
board for Butter-Milk rye bread. Car cards and magazines also will 
be used. The agency is Walter Weir, Inc., New York. 


LeVally Names Stuart Rae V.P. and Art Director 

Cuicaco — Stuart Rae has been appointed vice-president and art 
director of LeVally agency here. Mr. Rae was previously art direc- 
tor for Bielefeld Studios, Dancer-Fitzgerald-Sample and Ruthrauff & 
Ryan, Chicago, and D’Arcy Advertising Company, St. Louis. 


‘GATX’ to Enter Plastic Products Field in Fall 


Cuicaco—General American Transportation Company, builder and | 


lessor of railroad refrigerated cars, rice processor and plastics manu- 
facturer, next fall will begin advertising a new plastic molded chair, 
plastic dinnerware sets for institutions and other new “proprietary” 
products, through Weiss & Geller. Distribution is now being set up. 
The company has, since 1947, advertised a Cher-Chair baby training 
seat. 


Newspaper, Radio Test Set for British Cleanser 

BIRMINGHAM, ENGLAND—County Chemical Company Ltd. will in- 
troduce the British product, Chemical household cleanser, in the 
United States this fall with a newspaper and radio test campaign in 
three cities yet to be selected. Erwin, Wasey & Co., New York, will 
handle the advertising. 


Renfield Names Reach for Haig & Haig 

New YorK—Renfield Importers Ltd. has placed the advertising of 
Haig & Haig Pinched Decanter and 5 Star Scots whiskies with Chas. 
Dallas Reach Company, New York and Newark, effective Oct. 1. L. H. 
Hartman Company continues to handle advertising for other Ren- 
field imports. 


Barnes Succeeds Barry at Schwinn 

Cuicaco—George Barnes, formerly assistant advertising manager 
of Arnold Schwinn & Co., bicycle manufacturer, has been named 
advertising manager succeeding John R. Barry, who has resigned. 


Mr. Barry has not announced future plans. 
pom 


Andrea Plans Durkee Margarine 
Biggest Promotion in Delayed Debut 
Drive for Fall in Twin Cities 


New YorK—Andrea Radio Cor- MINNEAPOLIS — The Glidden 


poration, a pioneer television set|Company is entering the Minne-| 


manufacturer, is readying the big-| apolis-St. Paul and other Minne- 
gest advertising campaign in the|sota markets with a 10-cent cou- 
company’s history for its “10th | pon advertising campaign to in- 
anniversary” video models. troduce Durkee’s vegetable mar- 

Six new receivers, ranging from| garine. The campaign was origi- 
nally scheduled a few months ago 


NOW! Gor Can Got - 
B weky LAGER 


in The New 


HANDY—Interstate Brewery Co., Van- 

couver, Wash., opened a summer cam- 

paign with this |,000-line red-and-black 

copy in Washington and Oregon dailies 

to promote its six-bottle Lucky handy 

pack. Ruthrauff & Ryan, Seattle, is the 
agency. 


Lux Theater Tops 
Five-City Ratings 


New York—Lux Radio Theater 
(CBS)—26.1—and Lucky Strike’s 
Jack Benny (NBC)—22.4—led the 
field in the May-June Pulse report 
| covering listenership in New York, 


| Philadelphia, Boston, Chicago and} 


Cincinnati. 

Average sets-in-use (25.2) was 
up 0.2 over the preceding two 
months, thanks to increased lis- 
tenership to stations carrying 
baseball games. 

The leaders: 

Walter Winchell (Jergens), 
BT hs kas Bak ceete pamkee 

Fibber & Molly (Johnson's Wax), 
NBC 


7 
Talent Scouts (Lipton’s) CBS....17. 
Fred Allen (Ford Dealers), NBC.17 
Bob Hope (Pepsodent), NBC....17. 
Mr. D. A. (Bristol-Myers), NBC.17. 
My Friend Irma (Swan), CBS...16.8 
Al Jolson (Kraft), NBC......... 16.4 

Arthur Godfrey (CBS), spon- 


sored by Chesterfield, was the 


} I 8 
4 
2 
1 


art director. 


$499 table model to $1,295 con 


sole, were shown here last week. 
All sets have both AM and FM 
radio and tubes ranging from 12 
inches in the less expensive models 
to 15 inches. 

The company, which produced 
commercial receivers as early as 
1939, has been advertising regu- 
larly in New York newspapers for 
several months. This drive will 
be resumed within a couple of 
weeks, featuring the 1949 line. 

F. A. D. Andrea, president, ex- 
pects to be turning out about 100 
sets a day by fall, when a con- 
certed promotion push will get 
under way. A consumer magazine 
schedule and cooperative news- 
paper copy are planned. 

Mr. Andrea also said the com- 
pany is considering using telecasts 
to plug its sets. One-minute film 
spots have been suggested. 

Royal & De Guzman 
agency. 


KDYL Appoints Miller 


Ralph Miller, formerly 


and previously advertising man- 
ager of Farmer- Stockman, has 
been appointed director of na- 
tional sales of Station KDYL, Salt 
Lake City. He succeeds George 
A. Provol, who becomes admin- 
istrative assistant to S. S. Fox, 
president and general manager of 
Intermountain Broadcasting Cor- 
poration. 


Telander Joins Agency 


N. L. Telander, former partner 
in Scott-Telander, has joined 
Cramer-Krasselt Company, Mil- 
waukee, as vice-president, taking 
the Evinrude Motors account with 
him. 


WVET in New Home 


Station WVET, Mutual affiliate 
in Rochester, N. Y., has moved to 
new studios in the recently com- 
pleted Clinton building. 


is the) 


sales | 
manager of WKY, Oklahoma City, | 


but was delayed, according to O. B. | daytime favorite with 9.4. ABC’s 
Beckwith, district sales manager. | “Breakfast Club” was runner-up 
Retailers will receive the cus-| with 8.1. A solid list of soapers 
tomary one-cent additional handl- completed the lineup. 

ing fee after coupons are remitted | 


potty Durkee Famous Foods, Chi- | Pepperell Using 
Eight Magazines 


Ad copy features, in addition to 
the introductory coupon, a “‘coun- 
try-fresh flavor” approach to the| s 
product. The product was intro- in Aug.-Sept. 
duced here April 12 but advertis- Boston — Pepperell Mfg. Com- 
ing, scheduled to start three weeks /pany in August and September 
later, was postponed until the first | wil] use eight magazines to ad- 
of July in major Minnesota cities,|vertise its sheets and blankets. 
including the Minneapolis Star; The ads will keynote Pepperell 
and Tribune and St. Paul Pioneer- promotion for 1948-49 year, the 
Press and Dispatch. | company declares. 

| The campaign is patterned after 

| that of the past 12 months, except 
that the company will use Life 


Eastman Kodak Buys 
Distillation Products 


Eastman Kodak Company,| motions 
Rochester, N. Y., has purchased | ' 3 
General Mills’ interest in Distilla- | The August September schedule 
calls for insertions in Better 


tion Products, Rochester, pro-| ee 
ducer of certain vitamins, and | Homes & Gardens, Bride’s Maga- 


manufacturer of high - vacuum | 2ime, Ladies’ Home Journal, Life, 
equipment and molecular stills| Mademoiselle’s Living, McCall’s, 
used in the chemical industry.|The New Yorker and This Week 
Distillation Products has been op-| Magazine. 

erated jointly by Eastman and! Benton 

GM since 1938. Now it will be|nocgie thea tN Note 
operated as a subsidiary of East- ‘ 
man Kodak, with officers and di- 
rectors to be elected at a future 
date. 


Freshie Plans Contest 
Summer advertising for Freshie 


|spreads for certain seasonal pro-| 


St. Paul Jeweler 
Dreams Up ‘Safe’ 
Giveaway Stunt 


Sr. Paut—The “Madman Muntz” 
of the Twin Cities is not an auto- 
|mobile dealer, he’s a promotion- 
|minded jeweler of St. Paul. 
| Cortland J. Silver, when “irri- 
| tating” radio commercials became 
the rage, got about as irritating as 
| one could get with the use of 
transcriptions of the Hi-Ho Silver 
variety to plug his jewelry store. 

However, Mr. Silver’s latest idea 
should end all stunts of the give- 
away variety. Getting about as 
cute as you can get, he had a spe- 
cial safe installed in his store. He 
loaded it with $3,500 worth of ex- 
pensive diamonds, rings, silver- 
ware and watches. 

Then, over WMIN, a local sta- 
tion, he invited the public to come 
in and crack the safe. He broad- 
cast clues to the combination for 
three weeks with people parading 
|into the store to tinker with the 
| safe’s dial. Of course other jewelry 
|of the for-sale type was lying 
around to catch the customer un- 
awares. 

A few, Mr. Silver said, had the 
‘nimble fingers and attentive ears 
,of professional safecrackers. But 
the safe dial was the silent kind. 
It didn’t tumble. 

Finally a pert little college-type 
girl opened it in a few seconds. 
The woman, a 23-year old art- 
| history student, got the loot. She 
and her husband lived in a trailer 
at the University of Minnesota 
and, to say the least, found use 
for the “jools.” 


Liquid Assets 
Off $400,000,000 
in lst Quarter 


WASHINGTON — Individual hold- 
ings of liquid assets dropped 
$400,000,000 during the first quar- 
ter of 1948, according to the quar- 
terly analysis of savings issued by 
the Securities and Exchange Com- 
mission. 

While the decline was offset by 
non-liquid savings such as the 
purchases of homes and private 
businesses, this was the first de- 
cline in liquid assets since the in- 
ception of the quarterly series in 
1942, and may be compared with 
a $2 billion increase during the 
last quarter of 1947, SEC said. 

During the quarter, individuals 
shifted $2.5 billion of their cash 
and deposits into government and 
corporative securities. They in- 
creased their mortgage debt by 
$800,000,000, but there was prac- 
tically no change in consumer in- 
debtedness other than mortgage. 


. ’ Ld 
‘Manage’ Appoints Two 
| Irwin Lamp, for many years 
| with Pure Oil Company and for 
'the last year loaned by Pure Oil 
|to the National Association of 
| Foremen, where he was engaged 

in promotion and public relations 
|activities, has been appointed edi- 
| tor of Manage, new monthly pub- 
| lished by the National Association 
|of Foremen, Dayton. John S. 
| Yardley has been named director 
|of public relations of the publica- 
| tion. 


Morrison Joins WFIL 


Robert Z. Morrison Jr., formerly 


fruit drinks, taking the form of a} a 

nationwide contest for boys and}! . 

girls, will appear in comic sec-| CLA Picks McCarthy 

tions of Canadian weekend papers,| W. F. McCarthy, Eagle-Picher 


manager of the National Broad- 
casting Company’s radio-record- 
ing division in Washington, D. C., 
has joined the sales staff of Sta- 
tions WFIL and WFIL-TV, owned 
by the Philadelphia Inquirer. Mr. 
Morrison will be in charge of new 
business development. 


Joins Melamed-Hobbs 


Jon H. Bjornson, formerly re- 
search and editorial assistant for 
the Minnesota Constitutional Com- 
mission, has joined Melamed- 
Hobbs, Minneapolis agency. 


both English and French. E. W 
Reynolds Ltd., Toronto, is the 
agency for H. P. Cowan Import- 
ers Ltd., Toronto, Canadian dis- 
tributor. 


Factor Acquires Bayard 


Ted H. Factor Agency, Los An- 
geles, has acquired the key per- 
sonnel and accounts of Jere Bay- 
ard & Associates, Los Angeles. 
Jere Bayard and Charles Murray 
|of the Bayard organization will 
| continue as account executives. 


.| Company, has been elected presi- 


'dent of the Cincinnati Industrial 
| Advertisers. W. R. Northlich, 
|Roy S. Durstine, Inc., and L. E. 
| Francis, Emery Industries, were 
elected vice-presidents, and Glen 
Ulfers, MacRae’s Blue Book, sec- 
retary-treasurer. 


Tyson Agency Appointed 
Dutchess Bakers’ Machinery 
Company, Beacon, N. Y., has ap- 
pointed O. S. Tyson & Co., New 
York, as advertising counsel. 
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